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YEAH,  I’M  READY 


Start  outsourcing  your  home  delivery  to  PCF.  We're  dedicated  to 
keeping  subscribers  happy  and  stabilizing  costs.  Let  the  nation's  #1 
independent  home  and  office  newspaper  distributor  handle  your 
deliveries  today,  so  you  can  focus  on  the  opportunities  of  tomorrow. 

Go  to  www.pcfcorp.com  or  call  1-877-PGF-6668  to  learn  more. 
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E&P  ONLINE 

www.editorandpublisher.com  I 


There’s  a  lot  more  to  your  Editor 
&  Publisher  subscription  than 
paper  and  ink!  As  a  subscriber 
you  can  go  online  for  premium  content  — 
at  no  additional  cost. 

This  is  just  some  of  the  valuable 
information  you  can  get  every  day  at 
www.editorandpublisher.com: 

Directory  of  Online  Services 

■  Breaking  News  Visit 
www.editorandpublisher.com/news 
■  Two  new  blogs  Visit  www.eandppub.com  and 
www.fitzandjen.com  hourly  for  new  content 

■  Departments;  Business,  Ad/Circ,  Newsroom, 
Technology,  Online,  and  Syndicates  news 

at  www.editorandpublisher.com/departments 

■  Newspeople  For  industry  staff  appointments, 
visit  www.editorandpublisher.com/newspeople. 
Send  news  or  promotions  or  staff  changes  to 
newspeople(a)editorandpublisher.com. 
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PHOTOS  OF  THE  YEAR  our  ninth 

annual  competition  drew  nearly  1,000 
entries.  In  a  special  feature  and  in  an 
accompanying  gallery  on  E^P  Online, 
we  salute  some  of  the  best  newspaper 
photographers  in  the  business  . . .  20 

THE  WEB  TIGHTENS  It  s  been  hailed 

as  the  savior  of  newspapers,  but  online 
revenue  growth  has  slowed.  Is  there 
anything  that  can  be  done? . 32 
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out-of-whack  balance  sheets  before  the 
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lettersfSeditorandpublisher.com 

■  Podcasts  Download  two  weekly  podcasts  at 
www.editorandpublisher.com/podcasts 

■  Newsletters  Sign  up  now  for  the  E&P  Weekly 
Briefing,  E&P  Technical,  and  Steve  Outing's 
“Stop  the  Presses”  —  at 
www.editorandpublisher.com/newsletters 
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www.editorandpublisher.com/columns 
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McClatchy 
consumer 
economics 
reporter  Tony 
Pugh’s  pitch 
to  report  on 
how  the  ailing 
economy 
has  affected 
everyday  folks 
turned  into  a 
road  trip  with 
the  American 
News  Project. 
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news.  I  have  to  say  that  I  find  much  politi¬ 
cal  bias  in  these  t\vo,  and  have  come  to  see 
why  I  was  moved  to  drop  my  subscription 
to  the  Raleigh,  N.C.,  Neu's  ^  Obseix'er  a 
couple  years  back.  I  also  like  a  spin  through 
world-newspapers.com  over  the  N£^0  view. 

I  didn’t  really  notice  a  bias  when  I  first 
started  looking  at  their  sites.  Then,  after  the 
Republican  convention,  I  started  noticing 
that  it  seemed  even,’  da\;  no  matter  what 
events  had  occurred,  John  McCain  and 
Sarah  Palin  were  headline  news.  Curious, 

I  thought,  at  first.  Then  it  struck  me  after 
reading  an  AP  poll  piece  and  carefiil  study 
ofpollster.com  that  this  fascination  with 
this  pair  was  a  bit  unjustified. 

So,  for  the  AP:  Good  riddance,  in 
my  \iew. 

PHIL  GRIFFIN 

Raleigh,  N.C. 


out  of  its  columnists.  Whoopee! 

I  onl>’  wish  longtime  subscribers  had 
massively  bombarded  the  Calf s  offices  wth 
demands  for  reftmds  the  day  the  publica¬ 
tion  presented  its  watered-down  version. 
Trust  me,  it  was  shocking.  The  newspaper 
did  warn  its  readers  in  advance,  but  I  still 
couldn’t  help  but  be  stunned  as  I  paged 
through  that  initial  new  product.  I  still 
pick  it  up  when  I  can,  but  the  disappoint¬ 
ment  remains.  Something  is  gone,  some¬ 
thing  was  taken  from  me  that  I  know  I’ll 
never  get  back. 

As  a  former  reporter/editor,  I  feel  for 
those  w  ho  lost  their  jobs.  Loss  of  employ¬ 
ment.  I  only  know  too  well,  is  a  traumatic 
experience.  And  I 
wonder,  reading 
the  current 
columns  and 
rightv’-slanted 
headlines, 
whether  seniori¬ 
ty,  age,  money,  or  any  of  the  other  reasons 
listed  by  management  really  had  anything 
to  do  with  w  ho  stayed  and  went.  Manage¬ 
ment  isn’t  so  much  concerned  w’ith 
excellence  in  the  newsroom  as  it  is  with 
conformity. 

JOSEPH  A.  REEDY 

Reading,  Pa. 


Did  Jennifer  Saba’s  analysis  of 
“time  spent”  as  a  better  metric 
(“Time  Has  Come  Today,”  October 
Ei^P,  p.  44)  consider  the  fact  many  sites 
are  now’  implementing  video  games  and 
other  "time-spending”  features  to  increase 
the  amount  of  time  users  spend  on  site? 
While  these  features  do  increase  “time 
spent,”  they  do  not  offer  much  value  to 
advertisers  purchasing  traditional  ads. 
Additionally,  a  poorly  designed  site  may 
result  in  more  time  spent  on  a  site,  even 
though  it’s  not  “advertiser-v  aluable”  time. 

Without  a  quality  component  applied 
to  “time  spent,” 
online  folk  will 
quickly  learn 
to  “game  the 
system”  in  order 
to  push  the 
metric  to  their 
advantage.  If  this  happens,  the  metric 
will  quickly  become  useless.  At  this  point, 
it  already  may  be  that. 

CHRISTIAN  A.  HENDRICKS 
VICE  PRESIDENT,  INTERACTIVE  MEDIA 
The  McClatchy  Co. 
Sacramento,  Calif 


JOE  StRUPP:  I  JUST  READ  YOUR 
piece  about  AP  alternatives,  and 
I  was  genuinely  surprised  you  did 
not  contact  us,  considering  the  fact  that 
we,  immodestly,  dominate  the  newspaper 
industry’  regarding  furnishing  sports 
content. 

MICKEY  CHARLES 

PRESIDENT  &  CEO 
The  Sports  Network 
Hatboro,  Pa. 


E-mail:  smoynihan(a)editorandpublisher.com, 
\gy  or  write  to  “Letters,"  Editor  &  Publisher,  770 
Broadway,  New  York,  NY  10003.  Please  include  your 
name,  title,  city  and  state,  and  e-mail  address. 
Letters  may  be  edited  for  all  the  usual  reasons. 


It's  revealing  that  Tribune  Co. 
may  be  dropping  the  AP  “news”  serv’ice 
only  out  of  fiscal  considerations.  A 
much  better  reason  is  the  AP’s  dyed-in-the- 
wool  liberal  spin  to  almost  everything  it 
covers  of  a  political  or  cultural  nature.  This 
is  more  proof  that  the  Chicago  Tribunes 
“consen  atism”  is  largely  confined  to  its  edi¬ 
torial  pages  —  where  is  this  not  true  in  the 
MSM?  —  and  has  little  to  do  with  reporting. 

DUANE  LAMERS 
Troy,  Mich. 


I’VE  BEEN  A  READER  OF  TkE  MORNING 

Call  of  Allentow'n,  Pa.,  since  I 
discovered  the  paper  in  1975  while 
attending  college  in  KutztowTi.  Since  then, 
Tve  read  copies  of  the  Allentow’n  paper 
and  the  Reading  Eagle  almost  every’  day. 

I  was  in  the  newspaper  business  for  20 
years  myself  I  love  newspapers. 

I  live  near  Reading,  and  over  the  last  few 
years  it  has  taken  an  effort  for  me  to  find 
the  Morning  Co// locally.  Generally,  I’m 
successful.  However,  since  the  paper’s 
redesign,  if  it  isn’t  at  the  local  convenience 
store  where  I  go  to  pick  up  the  Eagle,  I  do 
without.  The  Call  is  cut  dowm  to  bare 
threads.  It  tries  to  make  up  for  the  lack 
of  content  by  making  bigger  celebrities 


Nice  article  (“Newspapers 

Weigh  AP  Alternatives,”  October 
Et3P,  p.  9).  I  read  EisP  regularly 
for  media  insight,  but  commonly  look  at 
the  AP  and  Reuters  sites  for  breaking 


50  YEARS  AGO 


the  first  newspaper  to  print  a 
color  photo  of  the  new  Pontiff. 


dercover  as  a  teacher  at  one  of  the 
city’s  toughest  junior  high  schools 
in  Brooklyn  to  report  on  his  find¬ 
ings.  Within  weeks,  a  13-year-old 
girl  was  raped  by  a  fellow  student, 
and  the  principal  killed  himself. 


NOV.  12,  l.q.'iS: 

Habemus  Papam!  The  Chicago 
Tribune  ran  a  four-column,  full- 
color  picture  of  Cardinal  Angelo 
Giuseppe  Roncalli  on  the  day 
he  became  Pope  John  XXIII.  It  was 


NOV.  29,  1958: 

New  York  World-Telegram  &  Sun 
reporter  George  N.  Allen  went  un- 
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Is  your 
Sunday 
TV  book 
eating  into 
profits? 


We  have  the  TV  guidance  solution  that  puts 
your  customers  first  while  you  get  to  eliminate 
the  costly  production  of  your  TV  book^rice 
and  for  all. 

Fatten  your  wallet  by  going  with  TV  Guide- 
email  TVsolutions@tvguide.com  or  call 
John  Geiger  at  610.293.8847  to  learn  more. 


eTl  get  your  readers  througbthe  week. 


TV 


TV  Guide  has  the 
solution  that’s 
easy  to  swallow. 


The  Vain  boys 


Loss  and  more  loss:  Traders  work  on  the  floor  of  the  New  York  Stock  Exchange  on  Oct.  14. 

Financial  crisis  and  the  newspaper  biz 

Is  there  life  after  deU? 


BY  MARK  FITZGERALD  AND 
JENNIFER  SABA 


G  problem  for  newspaper  companies 
with  the  most  well-publicized 
w’oes,  the  credit  freeze  that  stunned 
markets  this  fall  could  be  particularly 
painful  if  it  lingers  too  long.  “Most  news¬ 
paper  companies  are  in  for  a  very’  bumpy 
ride  because  their  balance  sheets  were  in 
such  poor  condition  prior  to  the  develop¬ 
ment  of  this  financial  crisis,”  warns  media 
economist  Robert  Picard. 

Already,  lenders  are  putting  heat  on  some 
of  the  biggest  debters  in  the  industry'  —  and 
the  pressure  is  only  going  to  grow,  financial 
e.xperts  predict. 

In  recent  weeks,  lenders  have  renegotiat¬ 


IVEN  THAT  DEBT  IS  THE  CENTRAL 


ed  agreements  with  companies  including 
The  McClatchy  Co.,  Journal  Register  Co., 
and  Morris  Communications.  In  all  cases, 
they’ve  set  higher  interest  rates  and  fees, 
reduced  available  credit,  and  required 
proceeds  from  any  asset  sale  to  go  to 
paj’ing  down  debt. 

Under  the  terms  of  Morris’  renegotiated 
credit  line,  the  Augusta,  Ga.-based  chain  is 
required  to  “consummate  a  transaction,  or 
at  least  sign  a  letter  of  intent  to  do  so,  that 
w’ould  generate  sufficient  funds  to  be  able 
to  prepay  all  loans”  under  the  credit  agree¬ 
ment.  Morris,  w  hich  last  year  sold  oft’ 14 
dailies  in  part  to  pay  down  debt,  has  until 
next  March  31  to  sell  something 
or  buy  out  its  lenders. 

Lenders  will  be  increasingly  tough  nego- 


pnger  readers 

BY  MARK  FITZGERALD 


“Come,  come,  come  out  tonight”:  Redeye’s 
musical  newsracks  are  music  to  readers’  ears 


To  REACH  ITS  TARGET  AUDIENCE  OF 
young,  socially  active  Chicago 
commuters,  the  free-distribution 
RedEye  is  stacked  in  coffee  shops,  handed 
out  by  hawkers  at  ‘L’  subway  stops,  and 
alw  ays  available  in  eye-catching  bright 
red  new  sracks.  But  for  one  day  in  October, 
the  youth  tab  added  a  new  lure:  Its 
newsracks  serenaded  readers. 

In  an  unusual  ad  campaign  for  the 
musical  Jersey  Boys,  when  customers 
opened  a  RedEye  newsrack,  they  heard 
Frankie  Valli  &  the  Four  Seasons  singing 
tbeir  oldie  hit  Sherry.  The  music  clip  was 
followed  by  a  commercial  announcement 
noting  the  one-year  anniversary  of  the 
show’s  arrival  in  Chicago. 

The  de\Tce  to  play  the  audio  clip  came 
from  Americhip,  which  pro\ides  what 
it  calls  “multisensoiy  ”  marketing.  A 
circulation  team  worked  over  the  week¬ 
end  to  install  the  chips  in  all  2,300  Red- 
Eye  newsracks  in  time  for  the  Columbus 
Day  promotion.  @ 
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wrh  marketing... 


Making  News  Every  Day. 


WRH  Marketing  is  an  international  organization  providing 
worldwide  solutions  to  the  graphic  arts  industry.  With  over 
twenty  subsidiaries  located  around  the  world,  WRH  Marketing 
brings  worldwide  experience  to  local  markets.  WRH  Marketing 
is  a  wholly-owned  subsidiary  of  WRH  Walter  Reist  Holding  AG, 
and  the  sister  company  of  the  Ferag  organization.  In  addition 
to  exclusively  distributing  Ferag  products  and  services,  WRH 
Marketing  also  represents  over  one  hundred  leading  graphic 
art  manufacturer's  products  through  their  Trade  endeavors. 
WRH  Marketing's  XtraWin"  initiative  provides  print  publishers 
with  added-value  ideas  and  innovations  to  attract  more 
advertisers.  These  solutions,  coupled  with  WRH  Marketing's 
local  ValuePlus™  support  services,  allows  our  customers  to 
continue  Making  News  Every  Day. 


The  Choice  Is  Yours  with... 
trade  brands 

WRH  Marketing  Americas  represents  and  distributes  a  broad 
range  of  trade  products  to  our  graphic  arts  customer  base.  WRH 
Marketing  Americas  has  selected  those  manufacturers  with  the 
greatest  amount  of  experience  and  with  a  proven  track  record 
for  quality  equipment.  By  incorporating  trade  products  ihto  WRH 
Marketing  Americas'  overall  product  portfolio,  customers  are 
provided  with  a  proven,  flexible  solutions  that  can  address 
virtually  any  requirement.  All  trade  products  are  serviced  and 
supported  through  WRH  Marketing  Americas'  ValuePlus  “ 
support  program. 


ferag...  SmartStack 

■  Can  be  used  with  any 
manufacturers  conveyor 

■  Wide  pagination  and  format 
range  including  1/4  fold 

■  Flexible  configuration. 

Left  Right  and 
alternating  ejection 

■  Multiple  conveyor 
feed  options 

■  All  sen/o  driven 
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bundles 

Can  be  used  stand  alone 
or  in  series 
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Fully  engineered  systems 
can  include  such  options 
as  Inter  layer  sheets,  top 
sheets,  wrapping,  weighing 
and  labeling 


Mariani  Palletizers 

■  High  level  layer 
Low  level  layer 

■  Robotic  arm 

■  Tied  and  untied  bundles 

■  Full  range  of  layer 
formation  options 

■  Customized  solutions 
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tiators,  bond  analyst  Mike  Simonton  of 
Fitch  Ratings  tells  E^P.  "Secured  lenders 
are  expected  to  be  in  a  veiy'  strong  negotiat¬ 
ing  position,”  he  says  —  and  they  will 
increasingly  exercise  more  influence  on 
new  spapers’  operations  and  portfolios. 

But  that  can  be  an  uncertain  balancing 
act  for  creditors,  too,  notes  John  Puchalla, 
a  vice  president  and 
senior  analyst  at  Moody’s 


renegotiated  its  credit  facilitv’ just  dav  s 
before  the  early  October  crash  of  stock  and 
credit  markets.  It  w  as  forced  to  pay  higher 
interest  and  put  up  more  collateral,  and  it 
caught  more  flak  from  ratings  firms.  But 
the  timing  w  as  fortuitous,  notes  McClatchy 
CFO/Vice  President  of  Finance  Patrick  J. 
Talamantes. 

“As  a  result  of  that,  w  e  aren’t  seeing  any 
issue  from  the  current  crisis,”  he  says.  "We 


situation  is  poor  for  newspapers  now, 
but  there’s  no  reason  to  believe  it  couldn't 

get  worse.”  —  mike  SIMONTON/Bond  Analyst,  Fitch  Ratings 


Investors  Service.  "One  thing  that  is  alw  ays 
tricky  to  manage  if  you  force  a  company  to 
sell  assets  may  be  doing  it  at  a  time  when 
the  asset  sales  are  weakest,”  he  says.  "How- 
far  they  are  willing  to  push  it  and  how  tight 
the  reins  of  credit  are,  depends  on  the 
market,  and  the  leverage  they  [have].” 

For  many  newspaper  companies,  that’s 
as  good  as  the  news  gets  when  it  comes 
to  loans,  because  they  will  likely  find 
themselves  shut  out  of  reasonably 
priced  credit  for  some  time.  With 
the  rest  of  the  country-  at  last 
joining  the  newspaper  industiy- 
in  a  recession,  the  prospects  of 
papers  generating  enough  cash 
to  meet  its  ow-n  financing  needs 
gets  dimmer. 

“Really,  the  credit  crunch  is 
a  twin  whammy  —  it’s  magnify¬ 
ing  earnings  pressure,  and  it’s 
making  it  difficult  to  raise  capital,”  Puchalla 
says.  There’s  been  a  “flight  to  qualify” 
among  lenders,  adds  Fitch’s  Simonton,  and 
a  "flight  away  from  struggling  industries 
like  newspapers.” 

Even  well-regarded  newspaper  compa¬ 
nies  are  likely  to  have  financing  difficulties 
—  as  demonstrated  by  Gannett,  which  drew 
dovv-n  $1.2  billion  on  its  borrowing  facilities 
in  the  first  days  of  the  credit  erisis  when 
the  commercial  paper  markets  locked  up. 
Gannett,  with  its  investment-grade  credit 
rating,  normally  raises  short-term  funds 
with  commercial  paper.  The  company  said 
it  would  use  the  new  borrowings  to  repay 
commercial  paper. 

In  the  short  term,  however,  newspapers, 
even  the  most  indebted,  are  sitting  fairly 
comfortably.  Consider  McClatehy  Co., 
whose  stock  and  debt  ratings  have  been 
hammered  over  concern  about  its  debt 
load.  The  parent  of  T/te  Miami  Herald.  The 
Sacramento  Bee,  and  many  other  papers 


Scripps  Senior  VP/ 
CFO  Tim  Stautberg 


got  it  done  right  in  the  middle  of  every¬ 
thing,  and  we  were  very-  thankflil  to  get  it 
done  when  we  did.” 

And  at  newspaper  companies  with  rela¬ 
tively  light  debt  loads,  such  ris  the  newly 
spun-off  E.W.  Scripps  Co.,  the  freeze  in 
credit  markets  hsis  been  mostly  a  non- 
event.  In  fact,  last  .June  Scripps  approached 
Moody’s,  S&P,  and  the  other  credit  ratings 
and  asked  to  be  withdraw-n  from  coverage 
since  the  company  is  not  inter¬ 
ested  in  aceess  to  the  public 
market  right  now. 

“We  knew  our  needs  would  be 
relatively  modest,”  says  Senior 
Vice  President  and  CFO  Tim 
Stautberg.  About  the  only  real 
effect  from  the  crisis  was  the 
spike  in  Libor,  the  London  Inter¬ 
bank  Offered  Rate,  that  is  used  to 
set  the  interest  rate  when  Seripps 
draws  from  its  eredit  facilitv-.  Within  the 
past  several  weeks,  Stautberg  adds,  the 
company  hasn’t  needed  to  borrow. 

Bank  financing  of  newspaper  acquisi¬ 


tions  just  before  the  crisis  was  already 
difficult,  but  possible,  says  John  Cribb, 
whose  Cribb,  Greene  &  Associates  handles 
small  and  mid-sized  papers.  "We  had  a  hell 
of  a  time  getting  some  of  our  deals  closed,” 
Cribb  says.  “But  in  our  market  segment, 
newspapers  can  still  borrow  money.  Credit’s 
not  as  easy,  and  the  terms  are  not  as  good, 
but  a  lot  of  our  people  kept  their  powder 
diy-  and  have  good  relations  vv-ith  their 
banks.” 

Until  the  October  erisis,  2008  was  one  of 
the  busiest  ever  for  Cribb’s  brokerage  firm. 
What’s  ahead,  though,  remained  unclear  to 
him  a  couple  weeks  into  the  freeze. 

But  another  broker,  Kev-in  Kamen  of 
Kamen  &  Co.  Group  Serv-ices,  thinks  he 
knows  what’s  ahead  —  nothing  but  trouble. 
While  he’s  still  shopping  some  newspaper 
and  magazine  properties,  activity-  has 
slowed  dramatically. 

"You’re  going  to  see  elosings,”  he  says. 
“Looking  at  the  P&L  [profit  and  loss] 
statements  that  I  see  every-  day  —  every  ¬ 
body  is  struggling.  When  money  dries  up, 
it  doesn’t  matter  how  great  your  newspaper 
is  if  you  can’t  pay  the  bills.” 

In  passing  —  and  without  naming  names 
—  Kamen  mentions  someone  who  sy-mbol- 
izes  the  industry  ’s  distress:  a  newspaper 
publisher  whose  house  is  in  foreclosure. 

“It’s  fair  to  say  in  a  capital-constrained 
lending  environment  like  this,  typically-  the 
weakest  players  are  the  ones  who  get  hurt, 
and  newspapers  are  in  the  weaker  cate¬ 
gories,”  adds  bond  analyst  Simonton.  “The 
situation  is  pretty-  poor  for  newspapers  novv^ 
but  there’s  no  reason  to  believe  it  couldn’t 
get  worse.”  @ 

'/II  breaking  business  news  hourly 
at  www.editorandpubljsher.com/biz 


Blog  is  a  Slog  for  Mional  reporter 


Garry  Trudeau  discusses  his 
‘Doonesbury’  journo’s  new  gig 


BY  DAVE  ASTOR 

Times  are  so  tough  that  even 

fictional  journalists  are  getting  the 
boot.  As  “Doonesbury  ”  readers 
know,  reporter  Rick  Redfern  was  forced  to 
take  a  WaKhington  Post  buyout  in  a  story¬ 
line  that  began  in  mid-September.  But 
Garry-  Trudeau  didn’t  stop  there.  By  mid- 


October,  Redfern  had  joined  many  of  his 
real-life  brethren  in  launching  a  blog  —  and 
the  experience  wasn’t  easy  for  the  post-Post 
guy.  For  one  thing,  sources  were  definitely 
less  interested  in  talking  to  a  blogger  than 
a  print  reporter. 

WTiat  do  real-life  bloggers  think  of  that? 
“Well,  ever  since  I  started  vv-riting  about 
bloggers  a  few  years  back,  there’s  been  some 
defensiveness,”  Trudeau  replies  via  e-mail. 
“No  one  likes  to  work  for  nothing,  which 
most  bloggers  do,  because  narcissism  then 
becomes  tbe  only-  other  e.xplanation.  So  it’s 
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prett\'  easy  to  touch  a  nerve.” 

But  the  Universal  Press 
Syndicate  cartoonist  does 
add  that  “I  find  some  blogs 
indispensable,  and,  of  course, 

I  host  a  blog  myself— 

■'fhe  Sandbox’  —  on 
Doonesbuiy.com.” 

During  the  week  of 
Oct.  13,  Redfern  did  a 
phone  inter\iew  with  Barack 
Obama  about  a  great  day  the 
Democratic  presidential  candidate  had 
shooting  hoops  with  soldiers  in  Kuw  ait 
(see  the  Oct.  15  comic  accompaming  this 
article).  Any  reaction  to  that  sequence  from 
Obama  or  his  campaign?  "No,  but  there’s 
reason  to  believe  they  might  be  pleased,” 
says  Trudeau.  "The  item  Rick  was  working 
on  is  a  true  stoiy,  related  to  me  and 
Neu'SK'eeh-s  Jonathan  Alter  by  Obama  when 
we  bumped  into  him  in  a  hotel  lobby 
during  the  trip  to  Berlin. 

"The  Department  of  Defense  film  clip  of 
Obama  sinking  a  three-pointer  had  been  in 
heavy  rotation  on  cable  TV,  but  according 


to  him,  the  senator  had  actually  sunk  eight 
out  of  10  three-pointers  during  two  games 
of ‘horse’  in  front  of  hundreds  of  troops.  He 
was  justly  proud  of  his  performance,  and 
we  got  the  distinct  impression  he  wouldn’t 
mind  if  the  frill  story  got  out.” 

Trudeau  adds:  "Personally,  I  think  it  has 
real  bearing  on  his  qualifications  for  office. 
We’ve  never  had  a  president  who  can  bring 
it,  and  I  think  if  it  becomes  widely  known,  it 
will  go  a  long  way  towards  erasing  those 
unfortunate  images  of  him  bowling.” 

Wben  lusked  wbat  the  name  of  Redfem’s 
blog  might  be.  Tnideau  replies:  "I  haven’t 


decided  that  yet,  but  it  would  have  to  mask 
his  self-loathing  —  something  robust  like 
‘Game-changer’  or  ‘Doubling  Down.”" 

As  noted  at  the  start  of  this  stoiy, 
Redfem’s  blogging  began  after  he  was 
forced  out  of  the  print-newspaper  realm. 
Did  Trudeau  talk  to  am  jetti.soned  journal¬ 
ists  to  gather  info  for  his  fictional  reporter's 
fate,  or  did  he  instead  rely  on  the  many 
depressing  press  reports  about  buyouts? 
“The  latter,”  the  cartoonist  responds.  "I  do 
know  some  of  the  journalists  who’ve  been 
laid  off  lately,  but  1  didn’t  discuss  it  with 
them  as  research.”  ® 


McClatchy's 
Washington 
bureau  and 
the  American 
News  Project 
hit  the  road 
for  the  series 
of  everyman 
interviews. 


Financial  crisis  at  the  grassroots 

Road  trip  follows  crash: 
hard  times  in  America 


BY  DEXTER  HILL 

As  JOURNALISTS  INVESTIGATED  THE 
effects  of  the  nation’s  economic 
crisis,  it  became  clear  that  millions 
of  eveiydav'  Ameri¬ 
cans  are  being  badly 
hurt  —  not  just  those 
with  Wall  Street  ties. 

In  early  October, 

McClatchy’s  Wash¬ 
ington  Bureau 
teamed  up  with  the 
American  News 
Project  and  went  on 
the  road  to  see  just 


how  the  troubles  on  Tbe  Street  are  affecting 
the  lives  of  ordinary  folks. 

For  its  “Fallout  on  Main  Street”  project, 
consumer  economics  reporter  Tony  Pugh 

went  to  bureau  chief 
John  Walcott  with 
the  idea  of  visiting 
Davion,  Ohio,  to 
report  on  recent 
plant  closures.  To 
Pugh’s  pitch,  Walcott 
responded.  "I’ll  see 
you  and  raise  you 
one.”  and  the  project 
became  a  road  trip 


of  visits  to  nearly  a  dozen  places  around  the 
countiy,  from  Connecticut  to  the  Midwest 
and  down  through  the  Southeast.  In  each 
location.  Pugh  would  interview  residents 
whose  incomes,  living  arrangements,  and 
other  factors  were  affected  by  the  continued 
economic  turmoil. 

"We’re  trying  to  capture  the  personal  side 
of  this  phenomenon,"  Pugh  says,  “to  talk  to 
business  owners  and  people  who  can  talk 
about  how  all  this  Wall  Street  stuff  is  affect¬ 
ing  people’s  lives.”  For  some  of  these  people, 
he  adds,  “this  is  their  Great  Depression.” 

Pugh  worked  with  American  News 
Project  E.\ecutive  Producer  and  Emmy 


McClatchy  economics  reporter  Tony  Pugh 
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interviews,  where  he  could  capture  the 
documentarv'-stvie  nuances  of  the  people 
and  places  about  which  Tony  vvTote.  When 
the  team  spoke  with  the  keeper  of  an 
upscale  shop,  there  was  a  moment  after 
customers  left  when  she  whispered  to  Pugh, 
“I  didn’t  want  to  scare  people  off"  by  being 
too  candid  about  how  the  latest  economic 
fallout  slowed  foot  traffic  in  the  Greenwich 
shop.  (It  made  the  video  anvAvay.) 

The  Washington  Post  launched  a  similar 
multimedia  report,  titled  “Hard  Times,”  to 
find  out  how  other  Americans  have  been 
affected  by  the  economic  downturn.  Emmy 
Award-winning  producer  Travis  Fox  visited 
the  West  Coast,  Southwest,  Midwest,  and 
Washington,  D.C.,  investigating  the  effects 
of  the  economy  on  the  minds  of  voters 
before  going  to  the  polls.  Their  stories  were 
shared  through  articles,  photos,  and  video 
on  the  Posts  Web  site. 

Both  projects  revealed  that  the  economy 
hivs  dealt  similar  challenges  from  citv'  to 
city.  For  Murdock,  the  goal  was  “to  leave 
readers  and  people  who  came  to  the  Web 
with  a  real  sense  of  having  e.xperienced 
something  along  the  way,  that  they’ve  come 
along  on  the  trip  with  us  —  and  that  they 
got  to  meet  some  of  the  people  that  Tony’s 
writing  about.”  [I 

For  up-to-the  minute  news  on  layoffs, 

visit  www.editorandpublisher.com/news 


McClatchy’s  Tony  Pugh,  center,  chats 
with  Phil  Lange,  a  41-year-old  former 
GM  worker  who  took  a  buyout  and 
is  looking  to  start  a  new  career. 


reporting  for  the  related  stories. 

To  begin  and  end  the  video  sidebars, 
Murdock  assumed  the  role  of  reporter,  leav¬ 
ing  the  commentarv’  to  Pugh.  "[Murdock] 
got  in  the  car,  turned  on  the  camera,  and 
started  asking  me  questions,"  says  Pugh.  “It 
was  a  suiprise  attack,”  he  jokes,  adding  that 
the  partnership  was  a  unique  reporting 
e.xperience. 

Though  Pugh  can  produce  a  solid  print 
or  Web  storv'  from  man-on-the-street  and 
phone  interviews,  Murdock  had  difi’crent 
needs  in  order  to  produce  qualitv’  video  for 
the  Web.  “David’s  prettv'  much  an  artist 
with  this  stuff,”  Pugh  adds. 

Murdock  preferred  doing  the  on-site 


Award-winning  journalist  David  Murdock, 
who  headed  the  project’s  multimedia 
component.  At  each  stop,  Murdock  would 
shoot  video  and  edit  it  for  both  organiza¬ 
tions’  Web  sites. 

The  first  stop  was  Greenwich,  an  afiluent 
Connecticut  town  that  would  seemingly  be 
immune  to  an  economic  epidemic.  Not  so. 
Murdock’s  video  on  the  project’s  pages 
(seen  at  vvAvw.mcclatchydc.com/mainstreet) 
featured  a  real  estate  agent  showing  one  of 
her  listings  facing  a  pending  foreclosure; 
gold-plated  silverware  and  a  family  photo 
are  among  the  items  left  behind  in  the 
house.  Throughout  the  video,  Pugh  can 
be  seen  taking  notes  and  doing  other 


In  digital  age,  many  believe 
‘fair’  but  not  necessarily 
‘balanced’  is  the  way  to  go 


’■'wyM**. 


Politics  >100 


BY  JOE  STRUPP 

WHEN  Michael  Paulson  began 
covering  religion  for  The  Boston 
Globe  eight  years  ago,  the  paper 
had  no  blogs  or  online  video,  he  did  almost 
no  outside  speaking  work,  and  the  paper’s 
Pulitzer  Prize-winning  coverage  of  the 
Catholic  church  sex  scandal  was  still  years 
away.  Today,  Paulson  finds  himself  going 
well  beyond  the  straight  news  stories  of  the 
print  edition  —  to  more  analysis,  public 
speaking  and  commentary,  and,  in  just  the 
past  few  months,  a  religion-focused  blog. 

He’s  not  alone.  While  Paulson,  43,  con¬ 
tends  the  objective  approach  to  reporting  is 


Articles  of  Faith 


At  debate.  McCain  and  Obama  on  abortion 


Staffers  at  the  San  Francisco  Chronicle,  Los 
Angeles  Times,  The  McClatchy  Co.,  and  The 
Boston  Globe  must  balance  truthfulness 
with  attitude  on  their  papers'  blogs. 

maintained  on  all  fronts,  he  says  that  keep¬ 
ing  up  in  so  many  journalistic  outlets  can 
be  difficult:  “There  is  a  difference  between 
being  analvtical  and  being  opinionated.  A 
blog  is  much  more  challenging  because  it  is 


first-person.  It  is  verv'  fast,  and  in  the  world 
of  blogging,  most  bloggers  are  offering 
opinions  all  the  time.  When  newspapers 
add  the  format  of  blogging,  I  am  not  al¬ 
lowed  the  leeway  of  the  traditional  blogger.” 
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Paulson's  challenge  is  one 
that  more  and  more  print  j 
journalists  are  confronting 
as  they  are  asked  to  write  | 
news  stories,  blog  items,  do  ' 
analysis  (often  minutes  after  h 
an  event  has  occurred)  and, 
in  mam-  cases,  pro\ide  H 

commentaiy-  for  radio,  B 

television,  and  even  online  fl 

outlets.  As  newspaper  Web  H 

sites  blend  in  more  with  ■ 

blogs  that  do  not  hold  to  K 

the  same  journalistic  rules,  V 

there  is  greater  pressure  to 
“write  like  them”  —  and 
sometimes  cut  comers  on 
the  principles  of  objectivitv- 
and  balance  that  have  been 
the  oft-stated  mainstay,  for 
better  or  worse,  of  newspa¬ 
per  news  coverage. 

“I  see  a  lot  of  cheering 
in  the  press  box  that  used 
to  not  be  the  way,”  says 
Carla  Marinucci,  a  12-vear 
lX)litical  reporter  for  the  San  V- 
Francisco  Chronicle  who 
noted  a  much  more  partisan  ' 

tone  at  this  year’s  political 
conventions  due  to  many 
bloggers  in  attendance  than  -*■ 

in  the  past.  “All  of  us  have  to 
be  verv'  careftil  in  this  brave 
new  world  —  a  lot  of  places 
are  calling  for  your  opinion.” 

Paulson’s  boss.  Globe  Editor  Martin 
Baron,  agrees  that  the  challenges  are 
greater,  but  stresses  that  is  no  excuse  for 
newspajjers  getting  away  from  the  core 
demands  of  journalism:  “We  need  to  be 
honest,  accurate  and  fair.  Those  are  the 
principles.  Those  are  the  words  that  define 
what  our  mission  is.  The  others  send  us  in 
odd  directions.”  But,  he  adds,  “that  doesn’t 
mean  a  blog  cannot  have  a  personalift-  or  be 
more  casual  or  irreverent  in  certain  wav-s.  It 
has  a  certain  stv  le  to  it,  much  like  a  feature 
has  a  dift’erent  stvle  to  it.  But  it  is  still 
grounded  by  core  principles.” 

Others  claim  the  reporter’s  mle  of  re¬ 
maining  objective  has  never  really  been  the 
case,  and  for  newspapers  to  pretend  to 
“hold  on”  to  it  in  the  growing  age  of  online 
opinions  and  fast-moving  facts  only  holds 
them  back.  “I’m  not  a  believer  in  the  mvth 
of  objectivitv-  to  begin  with  —  what  we  are 
talking  about  is  fairness,”  says  Keith  Woods, 
dean  of  faculft-  at  the  Pomter  Institute.  “We 
may  aspire  to  [objectivity-],  but  we  have  not 
come  close  to  achieving  it.” 


determine  who  is  a  pundit 
j  and  who  is  a  journalist,”  says 
I  Woods,  “The  public  no  longer 
I  sees  the  printed  page  as  the 
only  domain  of  the  journalist, 
j  They  are  in  all  of  these  forms. 
Too  often  now,  opinion  is 
substituted  as  fact,  and 
the  collection  of  opinion  is 
substituted  for  reporting.” 
i  But  some  newspaper 
stalwarts  like  John  Walcott, 
McClatchy  Newspapers’ 
Washington  bureau  chief,  say 
such  a  mixed  bag  of  media 
these  days  requires  reporters 
to  keep  to  the  core  journalistic 
standards  more  than  ever. 
“The  process  is  well  under 
way,  lumping  all  of  us  togeth¬ 
er,”  he  says  of  the  public’s 
perception  of  the  media.  “We 
have  to  keep  our  standards 
as  high  as  we  can.” 

He  adds,  however,  that 
the  new  forms  such  as  blogs 
and  video  and  analysis  are 
necessary-,  and  his  site  has 
launched  numerous  such 
BBBB  options  in  the  past  few  years. 

“They  all  have  fairly-  strict 
guidelines”  on  keeping  per¬ 
sonal  opinion  out  of  the  mix, 
he  says  of  the  blogs,  many  of 
which  emanate  from  foreign 
bureaus.  “Once  you  cross  the  line,  there  is 
no  easy  way  to  cross  back.” 

The  Chronicle’s  Marinucci  says  she 
already  sees  the  impact  non-newspaper 
outlets  have  had  on  public  perception, 
noting  numerous  instances  in  which  she  is 
accused  of  slanting  one  way  or  another, 
much  more  than  even  a  few  years  ago.  She 


Woods  explains  that  as  reporters  move 
into  new  areas,  it  becomes  much  harder  to 
keep  your  opinions  to  yourself  as  you  move 
across  forms.  “Invariably,  one  leaks  into 
another.  Writing  a  blog,  then  going  on  radio 
or  TV  to  give  an  opinion,  then  writing  a 
staff  news  story  is  more 

He  points  to  the 
changes  in  media  for 
readers,  who  just  10 
or  20  years  ago  had 
much  less  opinion- 
driven  content  from 
which  to  select.  Even 
CNN,  which  launched 
more  than  25  years  ago, 
has  taken  a  decidedly 
more  jjersonality-driven  and  opinionated 
tone,  something  on  display  even  more  so  at 
somewhat  newer  competitors  like  MSNBC. 
When  a  viewer  of  those  channels  turns  to 
a  nevvspaj)er,  in  print  or  online,  they  may¬ 
be  e.xpecting  a  slanted  viewpoint  —  and 
sometimes  want  one. 

“I  have  given  up  watching  CNN  to  try-  to 


cites  a  blog  post  in  early  2008  about  John 
Edwards,  long  outspoken  about  poverty-, 
accepting  $50,000  to  speak  at  a  college 
campus  on  the  issue.  “I  got  very-  nasty-, 
obscene  e-mails,  supposedly-  from  Edwards 
supporters,”  she  says.  “Even  though  I  kept 
my  opinion  out  of  it.” 

Andrew  Malcolm,  who  has  covered 
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McCiatchy  Washington  Bureau  Chief  John  Walcott  says  his 
bureau's  blogs  have  strict  guidelines  for  keeping  opinions  out. 


politics  since  196’8  and  blogs  at  the 
LosAngck'i  Times'  “Top  of  the  Ticket,” 
says  he  still  treats  each  item  like  a 
fact-based  stoiy,  but  with  some  buzz 
and  st\ie.  "Most  non-newspaper 
blogs  are  committed,  one  way  or 
another  —  there  is  a  slant,”  he  says. 

"They  are  selling  a  particular  \iew. 

Our  niche  is  to  be  sort  of  une.xpected. 

But  it  is  possible  to  be  a  real 
professional.  Cover  something 
straight  and  develop  a  perspective  to 
inform  your  discussion.” 

L.A.  Thiu’s  Washington  bureau 
chief  Doyle  McManus  points  out  the 
different  \iews  of  what  is  objective.  "I 
think  it  means  presenting  e\’er>  side  of  an 
argument  fairly  in  ways  that  the  propo¬ 
nents  would  accept  as  \  alid,”  he  says. 

But  more  and  more,  both  new  media  and 
old-fashioned  news  bpes  are  disagreeing 
with  that  approach.  The  growing  trend  is 
that  the  truth  must  surpass  the  50/50 
doctrine.  "We  have  gotten  it  so  wrong  with 
the  idea  of  gi\ing  equal  play  to  both  sides,” 
says  Arianna  Hufiington.  editor-in-chief  of 


Huffingtonpost.com  and  a  longtime 
proponent  of  trading  arbitraiy  "balance” 
for  tnith.  "We  are  not  always  going  to  be 
balanced.  Veiy  often,  it  is  one  side  or  the 
other.”  She  cited  the  ongoing  arguments 
against  global  w  arming,  which  she 
contends  mainstream  journalists  allowed 
for  too  long  to  go  unchallenged:  "We 
wasted  a  lot  of  journalistic  capital  on  global 
warming  tning  to  be  balanced.”  She  says 


the  recent  government  rescue  of 
financial  institutions  is  another, 
noting  too  many  mainstream  outlets 
did  not  question  if  the  bailout  was 
needed:  "Those  of  us  who  live  online 
already  dismissed  certain  elements 
of  the  bailout,  such  as  the  lack  of 
oversight.” 

Adds  Woods  at  Po\mter:  "Whether 
you  quote  lx)th  sides  does  not  change 
what  is  the  tnith.  We  allow  the 
50/50  idea  to  substitute  for  tnith. 
Where  we  often  fail  is  when  w  e 
may  get  somebody  on  one  side  with 
deep  knowledge,  understanding, 
perspective,  and  credibiliU'  to  speak 
and  on  the  other  side  someone  with  just  an 
opinion,  but  they  have  no  credibilitx  ” 

Baron  at  the  Globe  agrees:  "We  are 
im  olved  in  journalism,  not  stenography 
e.xercises.  It  is  finding  out  what  is  actually 
happening.  Balance  means  eveiy-  stoiy  gets 
50/50?  I  don’t  belie\  e  that.”  11 

For  Joe  Strupp’s  daily  news  reports, 
visit  www.edjtorandpublisher.coni/news 


ABC  reverses  Stance  on  Web  metrics 


BY  JENNIFER  SABA 

HIS  FALL,  THE  NEWSPAPER  INDUS- 
try  is  finally  getting  a  taste  of 
something  that’s  been  cooking  for 
at  least  two  years:  The  Audit  Bureau  of 
Circulations’  Audience-FAX  report  for 
the  period  ending  September  2008  — 
released  at  the  end  of  October  —  marked 
the  first  time  that  comparables  are  avail¬ 
able.  Why  does  this  matter?  Newspapers 
are  now"  able  to  show  if  their  total  mar¬ 
ket  reach  —  w'hen  Web  sites  are  taken 
into  consideration  —  has  increased. 

But  one  key  aspect  changed  suddenly 
as  E£^P  was  going  to  press. 

During  ABC’s  July  board  meeting,  the 
organization,  along  with  the  Newspaper 
Association  of  America’s  audience  com¬ 
mittee,  decided  to  pass  a  modification 
to  Audience-FAX  that  would  affect  the 
approximately  200  participating  dailies. 

All  tier-one  new'spapers  —  of  which 
there  are  140  in  some  top  80  markets, 
confirms  ABC  spokesman  Neal  Lulofs  — 
were  required  to  submit  panel-based 
metrics  from  either  Nielsen  Online 
(owmed  by  E^Fs  parent  company)  or 
comScore.  In  past  periods,  newspapers 


w'ere  free  to  submit  any  metric  including 
those  that  measured  directly  from  server 
log  files.  Tier-two  papers,  in  fact,  are 
still  allow  ed  to  put  forward  server-based 
data  since  panel-based  companies 
inadequately  cover  smaller  dailies. 

The  NAA’s  New  spaper  Audience 


Online  uniques  **are  not 
nearly  as  important 
as  total  aggregated 
audience."*  —  leonlevih 

VP/Digital  Media,  Cox  Newspapers 


Leadership  Council  (NALC),  meanwhile, 
weighed  the  outcomes  of  going  com¬ 
pletely  “panel”  this  fall.  A  September 
letter  to  Audience-FAX  participants 
from  NALC  stated  the  committee  “spent 
a  considerable  amount  of  time  debating 
the  merits  and  goals  associated  with  the 
Web  site  usage  component  of  Audience- 
FAX.  The  group  recognized  that  while 
the  Web  measurement  debate  continues 
and  authoritative  Web  usage  measure¬ 


ment  standards  do  not  yet  exist,  it  was 
still  imperative  to  set  reporting  require¬ 
ments  for  both  the  source  and  time 
period  of  the  Web  site  activity.”  Wide 
contrasts  remain  among  Web  metrics 
depending  on  the  source,  even  among 
panel-based  companies. 

Leon  Levitt,  one  of  the  leaders  of 
NALC  and  vice  president  of  digital  media 
at  Cox  Newspapers,  says  the  move  was 
made  for  “consistency’s  sake.”  Tier-one 
newspapers,  he  adds,  “have  the  option 
of  submitting  log  files  if  they  want  to 
include  them”  for  a  nominal  fee. 

But  just  one  w'eek  before  Audience- 
FAX  w'as  to  be  released,  ABC  reversed 
course,  allowing  any  newspaper  to  sub¬ 
mit  panel  or  server-based  data.  Lulofs 
wrote  to  Ei^P  about  the  change:  “Due 
to  the  late  arrival  of  the  Nielsen  Online 
MegaPanel  data  and  feedback  from  our 
newspaper  members,  ABC  is  suspending 
the  requirement  that  all  tier-one  news¬ 
papers  must  cite  panel  data  in  their 
Audience-FAX  reporting  for  the  Sept. 
2008  period.  The  ABC  board  will  review 
the  matter  at  its  meeting  in  New  York.” 

Levitt  maintains  the  most  important 
data  on  the  Audience-FAX  is  the  inte¬ 
grated  audience  reach  from  Scarbor¬ 
ough,  not  online  uniques.  “To  me  that  is 
the  exciting  portion  of  this,”  he  says. 
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A  doDble  celebration 
for  Tennessee  daily 


Birthday  bash  for  84-year-old 
editor  and  his  Maryville  paper 

BY  DEXTER  HILL 

The  day  selected  to  celebrate 

the  anniversan'  of  The  Daily  Times 
of  Mamille,  Tenn.,  was  doubly 
special:  It  marked  the  newspapers  125th 
year  in  existence  and  longtime  Editor  Dean 
Stones  birthday. 

Stone,  who  has  worked  at  the  Times  for 
6l  years,  was  recognized  for  his  achieve¬ 
ments  at  the  paper  and  in  his  communit\- 
during  a  public  event  that  drew  a  crowd  of 
about  2,000.  The  parking  lot  across  the 
street  from  the  newspaper  echoed  with 
the  sounds  of  live  bands,  speeches,  and 
the  reading  of  letters  from  the  governor, 
legislators,  and  President  Bush.  In  addition, 
three  area  mayors  awarded  Stone  the  first- 
ever  Blount  Count>’ 
Achievement  Award 
for  outstanding 
contributions  to 
the  count}'. 

Addre.ssing  the 
gathered  crowd  of 
well-wishers.  Stone 
said.  "Those  of  us 
Dean  Stone,  editor  sometimes 

at  84  years  young  •  j  i  j  u- 

’  ’  ^  proNide  leadership 

realize  that  were  just  getting  credit  for  what 

somebody  else  does.  So  we  appreciate 

working  with  you." 

The  84-vear-old  editor  consistently 

works  nights  at  the  paper,  contributing 

six  editorials  each  week  and  overseeing  the 

re.st  of  the  editorial  sections  content.  He 

began  working  the  late  shift  back  when  the 

Times  was  an  aftemixin  paper.  It  moved 

to  mornings  in  the  early  1,990s. 

“People  joke  that  [Stone]  will  call  them 

at  11:30  at  night,”  Executive  Editor  Lany 

.Aldridge  tells  EisiP.  “He  says,  Tm  up,  so 

you  should  be  up,  too.’" 

In  addition  to  editorials.  Stone  also 

writes  histoiy.  His  fourth  volume  of  5m/;>- 

shots  of  Blount  County  History,  featuring 

his  collection  of  hundreds  of  photographs, 

hit  bookshelves  in  October.  He  is  already  11 

For  breaking  industry  news  hourly, 
visitwww.editorandpublisher.com/news 


Someone  on  Wall 

BY  JENNIFER  SABA 

FI.AT  IS  THE  NEW  G.AINER  WITH 

regard  to  newspaper  circulation  — 
and  by  that  standard.  The  Wall 
Street  Journal  turned  in  a  nice  perform¬ 
ance  with  the  latest  FAS-F.AX  report. 

While  its  daily  average  (M-F)  circula¬ 
tion  is  more  or  less  unchanged  in  the 
latest  six-month  period  ending  Septem¬ 
ber  2008,  Rupert  Murdoch’s  U.S.  latest 
addition  made  strides  with  indnidually 
paid  circulation,  an  important  metric. 
Meanwhile,  it  chopped  its  other-paid 
circulation,  a  categoiy  considered  less 
valuable  by  advertisers. 

The  JoumaFs  indi\idually  paid  circula- 


Street  doing  fine 

tion  rose  2.4%  to  1,426,743  copies,  thanks 
to  a  bundled  $99  introductoiy-  offer  — 
for  both  print  and  online  subscriptions  — 
that’s  pro\ing  popular.  The  paper  eventu¬ 
ally  raises  that  subscription  rate  to  full 
price,  but  would  not  reveal  the  chum  rate. 
Copies  sold  for  more  than  50%  of  the 
basic  price  fell  by  47,442  on  the  report. 

Other-paid  circulation  dropped  16% 
to  229,534.  The  categor}'  includes  hotel, 
employee.  Newspaper  in  Education,  and 
third-party  copies. 

Maybe  the  Journal  will  stick  to  its  guns 
and  continue  charging  for  online  content. 
Subs  at  WSJ.com  grew  this  period  too, 
up  7.4%  to  1,063,000.  @ 


Photo  of  the  Month 


DARON  DEAN,  ST.AUGUSTINE  (FLA.)  RECORD,  OCT.  1 

The  St.  Augustine  Alligator  Farm  Zoological 
Park  threw  a  birthday  bash  for  its  newest  attraction, 
Krakatoa  the  Komodo  dragon,  8,  as  schoolkids  the 
same  age  looked  on.  His  cake  was  Submit  your  photos  for 

made  of  meat,  with  eight  mice  instead 
of  candles  on  top.  But  did  he  make  a 
wish?  Photographer  Dean  says  he  had  pre\iously  covered  such 
parties  for  a  polar  bear  and  dolphin,  among  other  creatures. 
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brief  retirement.  He  succeeds  Jay  Ham. 


Erin  Zilis  has  been  appointed  vice  presi¬ 
dent  and  publisher  of  Freedom  Specialty 
Media,  a  division  of  Freedom  Communi¬ 
cations  Inc.  Zilis  most  recently  served 
as  vice  president  of  custom  media  and 
business  development  for  McMurry  Inc., 
a  marketing  communications  firm  based 
in  Phoenix,  Ariz. 


BY  SHAWN  MOYNIHAN  NEWSPEOPLE@EDITORANDPUBLISHER.COM 

FLORIDA 

Robert  G.  Turner  Jr. 

Robert  G.  Turner  Jr.  has  been  appointed 
president  and  publisher  of  the  Bradenton 
Herald.  Turner,  56,  has  been  with  the 
newspaper  for  29  years,  and  has  been 
vice  president  of  operations  since  1996. 
He  also  served  two  years  on  the  editorial 
board  and  recently  assumed  oversight 
of  community  relations.  Turner  joined 
the  Herald  in  1979  as  retail  advertising  manager;  he  served 
as  advertising  director  from  1983  to  1988,  and  was  general 
manager  from  1988  to  1996.  He  succeeds  William  H.  Fleet, 
who  has  been  named  president  and  publisher  of  The  Fresno  Bee. 


A  I.  A  H  .V  M  A 

Will  Heath  has  been  named  editor  of  the 
St.  Clair  Times  in  Pell  City.  Previously, 
Heath  served  as  sports  editor  for  The 
Daily  Home  in  Talladega.  He  succeeds 

Kellie  Long. 

A  B  K  A  N  S  A  S 

Gregg  Farmer  is  the  new  circulation  direc¬ 
tor  at  The  Benton  Courier.  Previously,  he 
was  circulation  director  at  The  Daily 
Courier  in  Prescott,  Ariz. 

CALI  I  ()  K  N  I  A 
David  Rounds  has  been  appointed  presi¬ 
dent  and  publisher  of  Bay  Area  News 
Groups  East  Bay  papers,  including  The 
Oakland  Tribune  and  the  Contra  Costa 
Times  in  Walnut  Creek.  Rounds  most 
recently  served  as  vice  president  of 


circulation  for  the  San  Jose  Mercury 
Nexcs.  He  succeeds  John  Armstrong. 

Peggy  del  Toro  has  been  appointed  presi¬ 
dent  and  general  manager  of  the  Inland 
Valley  Daily  Bulletin  in  Ontario.  Del  Toro 
has  been  president  and  general  manager 
of  the  Redlands  Daily  Facts  since  2007. 

Bruce  G.  Ray  has  been  appointed  president 
and  publisher  of  The  Tribune  in  San  Luis 
Obispo.  Ray  most  recently  served  as  chief 
hnancial  oflicer. 

Ian  Lament  has  been  named  publisher 
of  The  Signal  in  Santa  Clarita  Valley. 
Lamont  was  named  CEO  and  publisher 
of  the  Northern  California  newspaper 
group  of  Media  News  in  2004,  and 
accepted  his  new  position  following  a 


Mike  Tharp  has  been  named  executive 
editor  of  the  Merced  Sun-Star.  Tharp  has 
served  as  city  editor  since  June  2007.  He 
succeeds  Joe  Kieta. 

Jeff  Light  has  been  appointed  vice  presi¬ 
dent/interactive  for  Orange  County 
Register  Communications  in  Santa  Ana. 
Light  most  recently  was  deputy  editor 
ofOCRegister.com.  Before  that,  he  served 
as  deputy  editor  of  The  Orange  County 
Register. 

Renee  R.W.  Hencey  has  been  named  vice 
president  of  new  business  development 
for  the  Los  Angeles  Newspaper  Group. 
Hencey  most  recently  was  the  groups 
director  of  new  business  development. 

Alice  Short  has  been  named  an  assistant 
managing  editor  at  the  Los  Angeles  Times, 
where  she  will  oversee  the  Travel,  Food, 
Health,  Home  and  Image  sections.  She 
most  recently  served  as  features  editor  for 
the  California  section.  Nita  Lolyvold  has 
been  named  morning  assignment  editor 
in  metro.  She  most  recently  served  as 
>  •  ♦ 

VIRGINIA 

Ronald  L. 
Carey 

has  been  named 
vice  president 
of  Targeted 
Solutions  for  the  Richmond 
Times-Dispatch.  Carey  joined 
the  newspaper  in  2006  as 
director  of  human  resources. 


The  Nieman  Foundation 
and  Nieman  Watchdog 
presented  the  inaugural 
I.F.  Stone  Medal  for 
Journalistic  Indepen¬ 


dence  to  McClatchy 
Washington  bureau  chief 
John  Walcott,  who  was 
honored  for  his  bureau’s 
against-the-grain  report¬ 
ing  during  the  run-up 
to  the  war  in  Iraq. 


San  Francisco  Chronicle 
Science  Editor  David 
Perlman  has  won  the 
Distinguished  Service 
Award  from  the  Northern 
California  chapter  of  the 
Society  of  Professional 


Journalists,  the  second 
honor  he  has  received 
from  the  organization. 


John  W.  Stevenson, 


publisher  and  editor  of 
The  Randolph  Leader  in 
Roanoke,  Ala.,  was  named 
president  of  the  National 
Newspaper  Association  j 
during  its  122nd  Conven¬ 
tion  in  St.  Paul,  Minn. 
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OKLAHOMA 

H|^v  has  been  named 

press  operations 
manager  at  the 

He  most  recently  was  technical 
services  manager  for  Flint  Ink. 


Nancy  Hicks  Maynard 

Died 

FORMER  OAKLAND  TRIBUNE  CO-PUBLISHER 

SHE  WAS  A  REPORTER,  A  PUBLISHER  —  AND  A 

pioneer.  Nancy  Hicks  Maynard  became  the 
first  African-American  woman  on  the  metro-  m 

politan  staff  of  The  New  York  Times  when  she  joined  \ 

that  paper  in  1968.  Fifteen  years  later,  Nancy  and 
her  husband  Robert  C.  Maynard  gave  The  Oakland 
(Calif.)  Tribune  the  distinction  of  being  the  only 
major  daily  mth  African-American  owners. 

At  the  Times  —  where  she  worked  until  1977 
Maynard  covered  education,  health,  science,  and  ^BI^BiBH 

other  topics  in  New  York  and  Washington.  She  married  Robert  in  1975. 

Together,  the  couple  ran  the  Tribune  from  1983  to  1992,  and  the  paper  won  the 
1990  Pulitzer  Prize  for  spot-news  photography  for  its  pictures  of  the  1989  Bay  Area 
earthquake.  The  Tribune  was  sold  in  ’92  due  to  financial  difficulties  and  Robert’s 
declining  health  (he  died  the  following  year). 

Maynard  had  other  journalistic  affiliations:  She  worked  for  the  New  York  Post 
for  two  years  before  joining  the  Times,  and  she  and  Robert  co-founded  the  Insti¬ 
tute  for  Journalism  Education  (now  the  Robert  C.  Mavnard  Institute  for  Journal¬ 
ism  Education)  in  1977  to  help  diversify  America’s  newsrooms. 

In  1998,  Maynard  received  a  lifetime  achievement  award  from  the  National 
Association  of  Black  Journalists.  Two  years  later,  she  authored  a  prescient  book 
titled  Mega  Media:  How  Market  Forces  Are  Transforming  the  News. 


state  editor.  George  Wilhelm  has  been 
named  sports  photo  editor.  He  joined  the 
Times  in  1986  in  the  Valley  Edition,  and 
has  worked  as  a  photo  editor  in  Sports  on 
a  temporaiy  basis  for  five  years. 


Kurt  Johnson  has  been  named  senior  sports 
editor  for  the  Granite  Bai/  Press-Tribune 
and  the  Roseville  Pj:ess-Tribune.  Johnson 
most  recently  was  \ice  president  and 
senior  editor  of  the  Placer  Count>’  Sports 
Page,  a  local  sports  Web  site.  He  succeeds 
Tom  Kellar. 


Billi  Watland  has  been  named  a  senior 
account  executive  with  USA  WeekeneT s 
national  sales  team.  Watland  has  worked 
in  sales  at  Mountain  Sports  Media  since 
2003.  She  will  be  based  in  San  Francisco. 
CeCe  Tousey  has  joined  the  national  sales 
team  of  USA  Weekend  as  an  account 
executive  in  Los  Angeles.  Tousey  most 
recently  was  a  senior  account  manager 
for  The  Wall  Street  Journal. 


COMMUNITY  NEWSPAPER  HOLDINGS  INC. 
HAS  SOLD 


II  A  W  A  I  I 

Jed  Stockton  is  the  new  editor  and  general 
manager  of  Big  Island  Weekly  in  Hilo. 
Stockton  spent  the  past  five  years  at  the 
Hawaii  Tribune-Herald  as  a  copy  editor 
and  designer.  He  succeeds  founding 
editor  Kristine  Kubat. 


DAILY  SEWS 


Academics  Take 
Front  And  Center  bockoi 

LH 


MEXIA  (TX)  DAILY  NEWS 

(2,400  daily  circulation) 


reesfone 


and  a  companion  weekly 


I  D  A  11  () 

Matt  Eichner  has  been  named  managing 
editor  of  the  Reaburg  Standard  Journal. 
Previously,  Eichner  was  a  reporter  and 
sports  editor  for  the  paper.  He  succeeds 

Matt  Flitton. 


TO 

MOSER  COMMUNITY  MEDIA 


I  L  L  I  N  ()  I  S 

Tony  Hunter  has  been  named  publisher, 
chief  executive  and  president  of  the 
Chicago  Tribune.  Hunter  most  recently 
served  as  senior  vice  president  for  circula¬ 
tion  and  operations.  He  succeeds  Robert 
Gremillion. 


We  are  pleased  to  have  represented 

Community  Newspaper  Holdings  Inc.  in  this  transaction. 
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Mary  Garber 

92,  Died  Sept.  21 
SPORTSWRITER  FOR  TWO 
WINSTON-SALEM,  N.C.,  PAPERS 

Mary  Garber  was  a 
socieU'  reporter 
for  the  Winston-Salem, 
N.C.,  Tzc'in  Citij  Sentinel 
when  the  papers  sports 
editor  went  off  to  fight 
in  World  War  II. 

She  took  over  the 
sports  heat,  but  was 
bumped  back  to  the 
societ}’  pages  when  he 
returned.  Garber  was  so 
good  at  her  temporar>- 
assignment,  however, 
that  the  paper  returned 
her  to  the  sports  depart¬ 
ment  in  ig+fi. 

Garber  continued  to 
cover  sports  for  the  Ticin 
City  Sentinel  and  then 
the  Winston-Salem 
Journal  full  time  until 


1986,  and  then  went 
part-time  until  2002,  In 
2005,  she  became  the 
onh'  woman  ever  to  be 
bestowed  the  prestigious 
Red  Smith  Award  for 
sports  journalism, 

Paul  B.  Flynn 

73,  Died  Sept.  18 
PART  OF  THE  TEAM  THAT 
FOUNDED  USA  TODM 

PAUL  FiA-NN  began  A 
long  career  at  the 
Gannett  Co.  in  1966. 
Si.xteen  years  later,  he 
became  part  of  the  team 
that  developed  and 
launched  USA  Today. 

Flynn  spent  several 
years  at  The  Patriot 
Ledger  of  Quincy,  Mass., 
and  worked  for  three 
Gannett  papers  in  New 
York  and  one  in  West 
Virginia  before  being 


named  president  and 
publisher  of  The  Nexvs- 
Press  in  Fort  Myers,  Fla., 
in  1977-  Fie  serred  in 
that  capacitt’  until  1983, 
when  he  was  named 
e.xecutive  vice  president 
of  USA  Today.  Flynn 
became  its  president 
the  following  year. 

While  still  overseeing 
USA  Today,  he  served  as 
publisher  of  the  Pensaeo- 
la  (Fla.)  Nexes  Journal 
from  1984  to  1987- 

Following  his  retire¬ 
ment  in  1990,  Flynn 
became  public  relations 
director  of  a  museum  in 
Portsmouth,  N.H.,  and 
also  served  as  president 
and  CEO  of  the  South¬ 
west  Florida  Community' 
F^oundation.  He  and 
his  wife.  Aline,  were 
married  47  vears. 


Tran  Ha  has  been  named  editor  of  the 
Chicago  Tribunx’S  RedEye.  Ha  most 
recently  served  as  editor  of  The  Mash, 
a  new  Chicago  Tribune  publication 
produced  for  and  in  collaboration  with 
Chicago  public  high  school  students. 

1  M)  I  A  \  A 

Juli  Metzger  has  been  appointed  president 
and  publisher  of  the  Palladium-Item 
in  Richmond.  Metzger  also  serx  es  as 


president  and  publisher  of  The  Star  Pi'e.ss 
in  Muncie.  She  succeeds  Bob  RobbinS. 

1,  0  I  I  S  I  A  N  A 

Dee  Tubbs  has  been  named  editor  of  The 
Bastrop  Daily  Enterprise.  Tubbs  has 
serx  ed  the  paper  as  lifestxie  editor,  a 
reporter,  and  a  xveekly  columnist. 

M  A I  \  i: 

Robert  Long  has  been  named  citx'  editor 


CALIFORNIA 

William 
H.  Fleet 

to  president  and 
publisher  of  The 
Fresno  Bee.  Fleet 
most  recently  was  president 
and  publisher  of  the  Bradenton 
(Fla.)  Herald.  He  succeeds  Ray 
Steele  Jr.,  who  is  retiring. 


and  managing  editor  of  The  Times  Record 
in  Brunsxxick.  Long  has  been  opinion 
page  editor  since  2006.  Succeeding  him 
is  James  M.  McCarthy,  who  has  serxed  as 
managing  editor  since  1998. 

M  1  N  N  E  S  O  T  A 
Marissa  Block  has  been  named  lifestxles 
content  coordinator  at  The  Post-Bulletin 
in  Rochester.  Prexiously,  she  xvorked  at 
KTTC-T\"  in  Rochester  as  the  producer 
of  its  morning  shoxx-.  Adam  Bergstrom  has 
joined  the  nexx  sroom  as  a  copy  editor. 
Prexiously,  he  serx  ed  in  the  same  capacitx’ 
at  ihe  Janesville  (Wis.)  Gazette.  Anne 
Wilson  has  been  promoted  to  district  sales 
manager.  Prexiously,  she  xvas  a  customer 
service  representative. 

Ed  Lee  has  been  appointed  editor  and 
publisher  of  the  St.  Peter  Herald  and  the 
Minne.Hota  Valley  Shopper.  Lee  has  been 
the  HeraliPs  managing  editor  since  1996. 
He  succeeds  Peggy  Carlson.  Kathleen  Davies 
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By  Howard  Rosenberg  and  Charles  S.  Feldman 
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“The  faster  we  feed  the  mass  media  beast, 
the  faster  it  devours  us.  Step  back,  read 
Rosenberg  and  Feldman,  then  step  even 
further  back  and  start  thinking  how  to 
save  yourselves  and  democracy  from  the 
tsunami  of  blarney,  blather,  and  bathos  that 
passes  as  news  today.”  -  Bill  Moyers 

“Rosenberg  and  Feldman  suggest  that 
while  speed  itself  is  not  bad,  the  resultant 
erosion  of  professional  standards  affects 
public  perception  of  what  is  newsworthy... 
this  book  pulls  no  punches  in  its  assess¬ 
ment  of  the  profession.”  -  Library  Journal 
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Available  from  all  good  booksellers 
or  from  Continuum  1 .800.561 .7704 
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NEWSPEOPLE 


has  been  promoted  to  advertising  manag¬ 
er.  Earlier  this  year,  she  was  promoted  to 
advertising  coordinator. 

NEW  YORK 

Genetta  Adams  has  been  appointed  enter¬ 
tainment  editor  for  The  Associated  Press. 
Pre\iously,  she  was  assistant  managing 
editor  for  features  and  entertainment  at 
Neu'sday. 

O  II  I  O 

James  C.  Shine  has  been  named  publisher 
of  The  Lima  Neu's.  Shine  has  been  with 
the  News  since  1995,  and  was  named 
general  manager  in  1999-  He  has  been 
acting  publisher  since  December  2007- 
Shine  succeeds  Stephen  Johnson. 

O  K  I,  A  H  O  >I  A 
Kelli  Williams  has  been  promoted  to 
managing  editor  of  the  Bartlesville 
Examiner-Enterprise.  Prexiously,  she 
ser\  ed  as  assistant  managing  editor. 
Williams  succeeds  Chris  Rush. 

Kevin  Hook  has  been  appointed  publisher 
of  The  Duncan  Banner.  Previously,  Hook 
was  advertising  director  for  Neighbor 
Newspapers  in  Tulsa.  He  succeeds  Floyd 
Jernigan. 

P  E  N  N  S  'I  E  V  A  N  1  A 
Joe  Vanderhoof,  president  of  the  Hudson 
Valley  Media  Group  and  publisher  of  the 
Times  Heralcl-ReeonI  in  Middletown, 

N.Y.,  has  also  been  named  president 
of  the  Pocono  Mountain  Media  Group 
and  publisher  of  the  Pocono  Record  in 
Stroudsburg.  Both  media  groups  are 
divisions  of  Ottaway  Newspapers  Inc.,  the 
communitv’  newspaper  arm  of  Dow  Jones. 

SOUTH  CAROLINA 

Bruce  R.  Hartmann  has  been  named  group 

publisher  in  the  newspaper  division  of 

WASHINGTON 

Gary  Graham 

has  been  named 
editor  of  the 
Spokesman- 
Review  in 
Spokane.  He  most  recently 
served  as  managing  editor. 


The  E.W.  Scripps  Co.,  and  will  oversee 
operations  for  the  Anderson  Independent- 
Mad.  Hartmann  will  continue  to  serve  in 
his  most  recent  capacitv'  as  president  and 
publisher  of  the  Knoxville  (Tenn.)  News 
Sentinel. 

SOUTH  DAKOTA 
Rebecca  Cruse  has  been  promoted  to 
managing  editor  at  the  CapitalJournal 
in  Pierre.  Cruse  has  served  as  associate 
editor  since  2006.  She  succeeds  Andrew 
Cutler.  Lisa  Williams  has  been  named 
advertising  manager.  Her  most  recent 
position  was  senior  account  e.xecutive. 

I  E  X  A  S 

Henry  L.  Miller  has  been  named  managing 
editor  of  The  Monitor  in  McAllen.  Miller 
most  recently  served  as  assistant  manag¬ 
ing  editor. 

V  I  R  (;  I  N  I  A 

R.E.  “Res”  Spears  II!  has  been  named 
managing  editor  of  the  Suffolk  News- 
Herald.  Spears  has  been  a  staff  writer  for 
The  Tidewater  News  since  2006. 

Donna  Jebson  is  the  new  local  retail  sales 
director  for  the  Daily  Press  in  Newport 
News.  Jebson  most  recently  headed 
advertising  sales  for  the  company’s  niche 
publishing  division. 

W  A  S  H  I  N  (;  T  ()  N 

Dale  Phelps  has  been  named  managing 

editor  of  The  News  Tribune  in  Tacoma. 

He  has  been  deputy  managing  editor 
since  2005. 

Chris  Rush  has  been  appointed  editor 
and  publisher  of  The  Daily  World  in 
Aberdeen.  Previously,  Rush  served  as 
managing  editor  of  the  Bartlesi'ille 
(Okla.)  Era  m  iner-En  terprise. 

\\  I  S  C  ()  N  S  I  N 

Margie  Cochrane  has  been  named  senior 
vice  president  of  advertising  for  the 
Mihcaukee  Journal  Sentinel.  Cochrane 
most  recentlv  served  as  director  of  adver¬ 
tising  for  The  Arizona  Republic.  Daryl 
Hively  has  been  named  vice  president  of 
online  sales.  Hively  most  recently  was  vice 
president  of  interactive  media  for  Journal 
Register  Co.  in  Yardley,  Pa. 

Bridget  Thoreson  has  been  named  assistant 
local  editor  at  The  Journal  Times  in 
Racine.  Previously,  Thoreson  served  as 
a  reporter. 


It's  no  secret  that  over 
the  past  few  years,  print 
publications  have  been 
losing  revenue  from 
advertisers  who  prefer 
online  advertising. 

It's  time  to  reverse 
the  trend. 


Over  the  past  year. 


MediaBids 


has  been  bringing 
online  ad  dollars 
back  to  print  with 
its  Per-Inquiry 
Advertising  Program. 


To  find  out  how  your 
publication  can  tap  into 
this  revenue  stream  call: 

888-363-9885 

or  visit: 

http://marketing. 

mediabids.com/ppi 
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For  newspapers,  Google’s  search  ad  deal  with  Yahoo 
yields  zero  results.  Antitrust  regulators  should  delete  it  now. 


More  than  750  dailies  in 
the  Yahoo  Newspaper 
Consortium  have  a  lot 
riding  on  Yahoos  APT  ad- 
sales  and  targeting  system,  which  promises 
to,  at  long  last,  allow  them  to  charge  print¬ 
like  prices  for  their  digital  ads. 

Yet  U.S.  newspapers  have  been  strangely 
silent  about  Yahoos  other  deal,  the  agree¬ 
ment  with  Google  that  would  actually 
increase  the  search  behemoths  \irtual- 
monopoly  share  of  search  advertising  — 
and  position  it  to  strangle  new  spaper 
online  revenue  while 
dictating  paid  search  costs. 

The  World  Association 
of  Newspapers  (WAN)  is 
urging  the  U.S.  Justice 
Department  s  Antitrust 
Dhision  to  stop  this  anti¬ 
competitive  arrangement. 

And  even  though  the  ad- 
search  deal  applies  to  the 
U.S.,  WAN  w  ants  European 
Union  regulators  to  block  it  preemptively. 
But  even  though  it  s  a  WAN  member 
organization,  the  Newspaper  Association 
of  America  rushed  out  a  statement  that  it 
had  taken  no  position  on  Google/Yahoo. 

But  it  should.  The  deal  presents  a  clear 
danger  to  new  spaper  online  ad  revenue. 

Under  the  deal,  Yahoo  figures  to  earn 
about  $250  million  from  ads  provided  by 
Google  that  will  run  alongside  Yahoos 
search  results.  Google  will  price  the  ads 
according  to  an  “auction”  process  that  it  will 
control.  It  s  worth  noting  that  some  of  the 
biggest  advertising  agencies  and  industiy 
associations  simply  do  not  believe  this 
process,  with  Google  setting  minimum  bids 
and  other  terms,  will  be  anvthing  like  a  fair 
and  open  auction.  With  Yahoos  share  of 


YettheNAA 
has  not  yet  taken 
a  position,  and 
it  should.  The 
deal  presents 
a  clear  danger. 


search  ads  larded  onto  Googles  already 
staggering  78%  share,  many  advertisers  — 
which  include  newspapers  paving  for  prime 
search  positions  —  have  understandably 
concluded  that  the  famously  non-transpar¬ 
ent  Google  will  have  its  thumb  finnly  on 
the  scale. 

Newspapers  have  other  good  reasons  to 
be  warv’.  Google  is,  after  all,  a  company  that 
admitted  over  the  summer  that  Google 
News  generates  $100  million  in  revenue 
by  aggregating  content  it  grabs  from  news¬ 
papers.  And  what  is  newspapers’  cut  of 
that?  Not  a  dime. 

So  newspapers  should 
not  be  shocked  that  the 
Google/Yahoo  deal 
explicitly  prohibits  Yahoo 
from  displaving  Google 
ads  on  the  Web  sites  of 
its  consortium  partners. 
The  fact  is,  this  so-called 
win-win  deal  is  structured 
to  set  Yahoo  up  for  failure. 

Yahoo  contends  that  the  additional 
Google  revenue  will  strengthen  its  competi¬ 
tiveness.  Yet,  it  seems  far  more  likely  that 
the  deal  will  set  oft’ a  downward  spiral  with 
Yahoo’s  price  advantage  over  its  giant  rival 
shrinking,  leading  to  more  advertisers 
migrating  to  Google,  leading  to  less 
Yahoo  ad  inventorv’.  With  less  competitive 
pressure  from  Yahoo,  Google  will  also  likely 
indulge  its  monopolistic  tendencies  by 
charging  newspapers  more  for  paid  search 
while  bidding  lower  for  the  right  to  display 
ads  or  search  boxes. 

This  odious  search-ad  agreement  is  on 
hold  during  a  voluntary  Antitrust  review 
of  the  deal.  Washington  should  say  it’s  seen 
enough,  and  .stop  the  Google/Yahoo 
hookup  now. 
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PRESSING  ISSUES 


Influence:  waxing  or  loaning? 


it  was  one  of  the  biggest  landslides  ever  —  in  newspaper 
endorsements  for  a  presidential  candidate.  Did  it  matter? 


You  KNOW  SOMETHING  I  DON’T:  ThE  NAME  OF  OUR 

next  president.  I  write  this  exactly  two  weeks  before 
election  day,  with  Barack  Obama  up  in  the  polls  by  a 
decent  margin,  with  a  big  funding  edge,  and  the  fresh 
backing  of  Colin  Powell,  but  John  McCain  is  gaining 
slightly  in  the  polls.  So  who  knows?  And  what  you  also  may  know  by 
now  is  some  idea,  even  if  limited,  about  the  impact  of  newspaper 
editorial  endorsements  for  the  candidates  this  year. 

But  before  we  get  to  that:  Two  months  ago  in  this  space  I  raised 
what  I  thought  was  a  key  question:  Would  conservative  new  owners 


of  certain  big-city  papers  help  tilt  their 
endorsements  to  the  right?  And  would 
GOP-leaning  William  Dean  Singleton 
push  his  growing  MediaNews  empire  in 
the  Republican  direction? 

The  answer:  Not  by  a  long  shot.  Sam 
Zell’s  Chicago  Tribune  endorsed  its 
first  Democrat  for  president  in  its  long, 
long  history'.  And  his  Los  Angeles  Times 
broke  its  rule  on  not  making  presidential 
endorsements,  which  dated  back  to  the 
Nixon  era  (it  grew  embarrassed  by  its 
support  for  him),  to  also  pick  Obama. 
Many  other  Tribune  papers  backed  him 
as  well. 

What  about  the  Brian  Tierney-led 
Philadelphia  Inquirer?  It  still  went 
down-the-line  for  the  Democrat.  And 
MediaNews?  Most  of 
the  papers  went  solidly 
for  Obama,  several 
sv^tching  from  prev'ious 
support  for  Bush  — 
including  Singleton’s 
own  Denver  Post. 

Now  to  the  big  picture:  In  the  race 
(or  more  like  a  trot)  for  editorial  endorse¬ 
ments,  it  was  certainly  the  most  lopsided 


contest  in  decades.  Obama’s  smashing 
rtctoiy’  over  McCain  in  daily  newspaper 
endorsements  (it’s  3-1  as  we  go  to  press) 
—  as  chronicled  at  E^P  Online  in  the 


final  three  weeks  —  contrasted  with  John 
Keriy  ’s  narrow  win  over  George  W.  Bush 
in  2004  (we  counted  it  at  213-205  then). 
Did  it  matter?  You  should  have  a  better 
idea  right  now  as  you 
read  this,  but  a  wave  of 
Obama  endorsements 
from  big-city  papers 
mainly  came  in  a  narrow 
four-day  period,  Oct.  15- 
19,  just  as  McCain 
seemed  to  be  making  a  comeback  in  the 
polls.  Did  that  support  help  reverse  his 
momentum? 


If  McCain  ended  up  winning  the  elec¬ 
tion,  it  must  be  due  to  massive  support 
from  the  small-town  folks  he  courted 
so  ardently.  For  Obama’s  major  metro 
support  was  startling,  and  unprecedented 
in  the  modern  era.  It  was  a  w  ho’s-who 
of  the  dominant  papers  in  nearly  eveiy 
giant  city:  Boston,  New  York,  both  papers 
in  Chicago,  Cleveland,  Philadelphia, 
Pittsburgh,  D.C.,  Atlanta,  both  papers  in 
L.A.,  Detroit,  San  Francisco,  Sacramento, 
both  papers  in  Seattle,  Portland,  Miami, 
Orlando,  Raleigh,  Buffalo,  and  more. 
McCain’s  only  clear  wins,  with  a  few' 
papers  still  yet  to  declare  as  I  w'rite  this, 
w'ere  in  Columbus,  Ohio,  and  San  Diego, 
and  he  barely  managed  a  split  in  Texas, 
of  all  places  (holding  Dallas  and  San 
Antonio  but  losing  Houston  and  Austin). 

It  was  a  veritable  landslide  even  before 
all  the  editorial  votes  were  counted. 

But  just  as  revealing,  Obama  had  an 
even  wider  lead  among  those  papers  that 
have  switched  sides.  That  flip-flop  num¬ 
ber  ran  into  the  dozens,  with  McCain, 
halfivay  through  the  process,  only  picking 
up  four  papers  from  the  Keny  side  in 
2004  (all  from  the  South  —  make  of  that 
what  you  will). 

The  list  of  switches  to  Obama  (besides 
the  Chicago  Tribune  and  Denver  Post)  in¬ 
cluded  such  GOP  stalw  arts  as  the  Hous¬ 
ton  Chronicle  and  the  Austin  American- 
Statesman,  along  with  New  York’s  Daily 
Neu's,  and  a  host  of  others.  One  other 
large  paper  that  did  not  endorse  at  all 
in  2004,  besides  the  Los 
Angeles  Times,  also  w  ent 
for  Obama:  The  Plain 
Dealer  in  Cleveland. 

WTiat  was  most  striking, 
however,  was  that  one 
paper  after  another  cited 
Sarah  Palin  as  clearly  un¬ 
qualified  to  be  president 
—  and  a  strong  reason 
many  turned  from  McCain.  (If  McCain 
still  ended  up  winning,  it  will  be  fascinat¬ 
ing  to  observe  the  editorial  reaction.)  Yet 
many  of  the  pundits  who  appear  in  some 
of  the  same  papers,  and  others,  did  not 
venture  to  state  this  disqualifier  clearly. 

True,  many  Obama  papers  were  in  blue 
states  —  but  many  others  resided  in  the 
red  zone,  and  certainly  the  Denver  Post 
switcheroo,  for  example,  promised  help  in 
Colorado.  But  again:  How  did  that  work 
out?  If  McCain  won  Colorado,  and  the 
election,  one  w  ould  have  to  admit  that 
editorial  influence  has  hit  an  all-time  low'.  11 


ra  Mitchell’s  column 
appears  every  week  at 
www.editorandpublisher.com/ 
pressingissues.  E-mail  him  at 
gmitchell@editorandpublisher.com. 
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unqualified  —  and  a 
strong  reason  many 
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Ninth  Annual 

Photos 

o/t^YEAR 


BY  GREG  MITCHELL 

IT  WAS  A  YEAR  OF  SHOCKS:  DEADLY  HURRICANES, 

political  upsets,  an  assassination  in  Pakistan,  a  global 
financial  meltdown.  No  single  event  was  more  tragic, 
however,  than  the  earthquake  that  rocked  China  on 
May  12  —  and  inspired  our  winning  entiy  by  Shiho 
Fukada  (a  freelancer  working  for  The  New  York  Times)  in 
E^Fs  Ninth  Annual  Photos  of  the  Year  contest.  Despite  budget 
and  job  cuts  at  most  newspapers,  our  competition  this  year 
drew  the  largest  number  of  entries  ever,  nearly  1,000.  Were 
pleased  to  present  in  the  following  pages  the  17  winners  in 

-  four  categories  (spanning  four 

circulation  groups)  and  a  dozen 
honorable  mentions.  They  are 
also  posted  —  including  all  of  the 
photos  from  the  multiple-image 
category'  —  in  a  special  gallerv'  at 
E&P  Online  (see  link  at  left). 

There  you  will  also  find  an  audio 
interview  with  our  grand  prize 
winner.  Fukada  receiv  es  $1,000 
and  a  professional  camera. 

Fukada,  a  Tokv  o  native  based  in  New  York,  has  shot  for 
leading  newspapers  {The  Boston  Globe,  Chieago  Tribune), 
magazines  {Nexc'  York,  among  others),  and  several  leading  TV 


Go  now  to 
www.editorandpublisher.com 
for  a  special  gallery  devoted 
to  E&P’s  2008  Photos  of  the 
Year.  There  you  can  view  all 
of  the  winning  images,  as 
well  as  all  of  the  photos  in 
the  multiple  images/photo 
essay  category. 


and  cable  networks. 

Visiting  China  for  the  first 
time  when  the  earthquake 
hit,  Fukada  answered  the 
phone  at  her  hotel  in  Beijing 
—  and  it  was  The  New  York 
Times,  wondering  if  she 
wanted  to  go  to  the  Sichuan 
Province  on  assignment.  She 
had  w'orked  for  the  paper  pre¬ 
viously  as  a  stringer  in  New 
York.  “I  was  on  an  airplane 
the  next  morning,”  she  recalls. 

After  spending  two  weeks 
taking  some  of  the  remark- 
Shiho  Fukada,  £&P’s  Photos  of  the  able  photos  you  see  on  this 
Year  winner,  on  assignment  at  the  spread,  Fukada  learned  that 
Democratic  National  Convention.  of  children  who 

had  died  in  the  collapse  of  a  school  were  protesting  at  the  site, 
carrving  pictures  of  their  loved  ones  and  charging  the  government 
with  sloppy  oversight  of  the  buildings  construction.  This  was 
another  chance,  she  says,  to  “show  the  personal  loss,  more  than 
the  destruction.  It  was  a  natural  disaster,  but  also  man-made.” 

Fukada,  who  has  since  covered  the  Democratic  and  Republi¬ 
can  national  conventions,  has  just  moved  to  China.  She  says  she 
loved  the  culture,  “and  there  are  a  lot  of  interesting  stories  to  do.” 


Grand  Prize 

Shiho  Fukada 

For  The  New  York  Times 

Opposite  page,  bottom  left:  Jiang  Guohua, 
the  Communist  Party  boss  of  Mianzhu, 
kneels  to  beg  parents  of  earthquake 
victims  to  stop  their  protest.  Opposite 
page,  bottom  right:  Parents  returned  to 
the  site  of  Fuxin  No.  2  Primary  School 
in  Mianzhu  —  where  127  students  died 
—  to  remember  their  children,  whose 
photos  they  held.  Pictured  are,  from  left, 
Zhao  Xiao  Qiong,  mother  of  Lan  Xiao  Juan, 
10,  and  Yang  Zai  Yin,  mother  of  Liu  Chao, 
12.  Above  right:  Their  homes  demolished 
in  the  earthquake,  residents  of  Yingxiu, 
China,  comb  through  the  debris  in  search 
of  anything  that  might  be  useful.  Below: 
The  Juyuan  Middle  School  was  one  of 
several  area  schools  that  collapsed  from 
the  earthquake  in  Sichuan  Province  in 
May  2008.  At  a  morgue,  parents  found 
their  dead  children. 


NOVEMBER  2008  EDITOR  &  PUBLISHER  21 


w  w  w.  ed  I  torand  publish  er.com 


'"7’ 


Mohammed  Abed 

Agence  France-Presse 
Washington,  D.C. 


Wounded  Palestinians  lie  on  the  ground 
near  the  car  of  Reuters  reporter  Fadel 
Shaana  after  it  was  hit  by  an  Israeli 
missile  on  April  16,  2008,  in  the 
central  Gaza  Strip.  The  strike  killed  a 
Palestinian  cameraman  working  for 
Reuters  and  two  other  civilians,  medics 
and  witnesses  said. 


William  Wilson  Lewis  III 

The  Press-Enterprise,  Highland,  Calif. 


Amy  Gentry,  26,  is  distraught  as  San  Bernardino  County  authorities 
prepare  to  arrest  her  and  take  away  her  four  children,  including  Kayla 
Rasdall,  4,  and  Melissa  Rasdall,  5.  Amy  and  her  husband  Waylan's 
apartment  had  been  under  surveillance  on  suspicion  of  narcotics 
sales,  and  both  admitted  using  meth. 


Stephen  Haas 

Herald  &  Review 
Pana,  III. 


Illinois  State  Police  officers  don  their  hats  as  they  file  out 
of  St.  Patrick's  Church  in  Pana,  III.,  after  the  funeral  mass 
for  Brian  McMillen  on  Oct.  31,  2007.  McMillen,  an  officer 
with  the  State  Police,  was  killed  by  a  drunk  driver. 


Aaron  Eisenhauer 

Southeast  Missourian 
Cape  Girardeau,  Mo. 


FedEx  driver  Jay  McMullin  helps  78-year-old  Odell 
Bunch  into  the  delivery  truck  after  Bunch's  Ford 
Ranger  was  swept  off  of  Highway  34  west  of  Jackson, 
Mo.,  by  flood  waters  on  March  18,  2008. 
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Members  of  Spain's  Olympic 
synchronized  swimming  team  prac¬ 
tice  in  Beijing  on  Aug.  6,  2008,  two 
days  before  the  start  of  the  2008 
Summer  Olympic  Games. 


Mark  J.  Terrill 

The  Associated  Press 

New  York 


More  than  250,000 


25,000-99,999 


100,000-249,999 


Megan 

Avina 

The  Santa  Fe 
New  Mexican 


Henry  Cejudo  of  Colorado  Springs,  Colo.,  carries 
the  American  flag  in  Beijing  and  cries  in  disbelief 
at  winning  a  gold  medal  in  the  men’s  55  kg 
freestyle  wrestling  class  with  a  2-2,  3-0  decision 
over  Tomohiro  Matsunaga  of  Japan. 


Muskego,  Wis.,  racer  Joe  Peroceschi  is  thrown  from  his  boat.  Smokin’ 
Joe,  after  losing  control  on  a  windy  course  at  the  Budweiser  Drag  Boat 
Nationals  held  at  Wappapello  Lake  in  Southeast  Missouri  on  May  18, 
2008.  Peroceschi,  who  reportedly  suffered  a  shattered  pelvis,  was  racing 
against  Ottawa,  III.,  driver  Rick  Conklin. 


Helen  Richardson 

The  Denver  Post 


Paul  Davis 

Daily  Amencan  Republic,  Poplar  Bluff,  Mo. 


In  New  Mexico,  football 
player  Eduardo  Martinez 
dedicated  his  season  to  the 
memory  of  his  cousin,  the 
late  RJ.  Valdez,  and  Jude 
Jaramillo  —  teammates  who 
were  killed  in  a  car  wreck 
on  the  way  home  from  a 
game.  Martinez  has  in¬ 
scribed  the  names  of  both 
players  on  his  sneakers. 


Less  than  25,000 
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CREATE  ONCE, 
PUBLISH  ANYWHERE 


Deliver  your  content  and  advertising  t^our  audience  in 
print,  online,  and  to  mobile  devices$utomatically 


MediaSpan’s  integrated  content  management  systems  allow 
publishers  to  quickly  and  effortlessly  extend  their  content  and 
advertising  in  print,  online,  and  onto  any  carrier  device  with 
access  to  the  mobile  web  or  SMS  capabilities. 


Consider  a  typical  story  being  written  in  your  newsroom. 

As  your  journalists  and  editors  work,  our  systems  will  help 
your  staff  manage  that  story  and  all  of  its  related  assets  and 
elements.  When  complete,  it  can  automatically  be  sent  to 
your  website,  to  mobile  devices,  and  to  a  print  layout  for 
pagination  within  minutes. 


DENVER  (AP)  -  Hewt  today  ttMt  Denver  w«  host  the  2006 
Democratic  National  Conver>ton  for  the  hrat  time  m  a  century  « 
generatng  exotemert  ar'd  c^eers  among  local  and  state  offoaie 
.  <'rn  thnHed  *  said  Denver  City  Coi<nciiwoman  Elbra  VN 
..  president  of  the  Denver  2008  Host  Committee 


Now  consider  a  breaking  news  story  being  covered  in  the 
field.  Equipped  with  a  laptop  and  a  Wi-Fi  connection,  your 
journalists  can  push  coverage  to  your  website  and  to  mobile 
devices  within  seconds,  and  when  the  story  is  complete,  it 
can  be  sent  back  to  print  for  the  next  issue. 


really  appreciMe  the  DNC  believing  that  we  can  do  it 
.  best  damn  convarton  they  ve  ever  had ' 

Denver  Mayor  John  Hicxenloope''  called  the  conven6«  ^ 
opportunrty.'  not  juat  for  Denver  and  Colorado  out  for  the  whole 
Rocky  Mourtta  n  West 

'The  vietfors  will  get  to  experience  the  >rcredibie  cher^ges  we've 
.  made  over  the  past  law  years,  ha  said 


Regardless  of  your  workflow,  MediaSpan  can  help  you 
spend  less  time  publishing  your  content  and  more  time 
creating  it! 


V. 


'■A 


Messenger 


Contact  MediaSpan  Online  Services  •  info@mediaspanonline.coni  •  1.949.892.2929 


MEDIASPAN 
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Lisa  DeJong 

The  Plain  Dealer,  Cleveland 


Reporter  Joanna  Connors  of  The  Plain  Dealer  in  Cleveland  told  a  story  she  had  kept  private 
for  more  than  20  years  on  May  4,  2008,  in  a  five-part  serial  narrative  titled  “Beyond  Rape: 

A  Survivor's  Journey.”  Above,  she  walks  the  grounds  at  Pickaway  Correctional  Institution, 
near  the  cemetery  where  her  rapist  is  buried.  Above  right,  the  gold  cross  worn  by  her  attacker, 
David  Francis,  in  1984.  At  right,  a  portrait  of  the  author. 


Amelia  Phillips 

The  Arkansas  Democrat-Gazette,  Lowell,  Ark, 


Darrin  Neubauer  deployed  to  Kuwait  with  his  Arkansas  National  Guard  unit  for  a  year.  His 
wife,  Susan,  kept  the  home  fires  burning.  Clockwise  from  top  left:  Susan  takes  a  moment 
to  collect  herself  while  family  members  flood  her  house  prior  to  Darrin’s  departure.  Above, 
Susan  faces  the  separation  with  her  son,  Nick.  At  left,  the  tearful  reunion  on  Oct.  16,  2007. 
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Mary  F.  Calvert 

The  Washington  Times 


Opium  addiction  is  a  chronic  problem  in  Kabul,  Afghanistan.  Above,  a  woman  named  Shereen 
gets  high  in  the  rough  neighborhood  of  Kabul’s  Second  District.  Top  right:  suffering  from  opium 
addiction,  Soghra,  3  months,  and  his  mother  Nafaskul,  26,  came  to  the  Sanga  Amaj  Treatment 
Center  in  Kabul  from  their  village  in  Kundish.  At  right,  downtown  women  in  burqas  carry  their 
listless  babies  in  their  arms  as  they  beg  for  money  on  one  of  Kabul’s  main  thoroughfares. 


Jonah  M.  Kessel 

The  Tahoe  Daily  Tribune,  Lake  Tahoe,  Calif. 


Tanya  Gludau  lost  her  right  arm  and  breast  after  a  battle  with  necrotizing  fasciitis  forced  doctors  to 
amputate  to  save  her  life.  Clockwise  from  top  left:  Gludau  reveals  her  deep  scar  cavity.  Above,  she 
stands  on  the  shores  of  South  Lake  Tahoe.  Left,  Gludau  cooks  chicken  parmesan  in  her  home.  Prior 
to  the  amputations,  Gludau  worked  as  a  chef  at  many  destination  resorts. 
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This  year’s  photo  contest  drew  a  record  number  of  deserving  entries.  In  addition  to  our  17  winners, 
we  judged  an  additional  12  images  that  lost  in  a  “photo  finish"  and  deserve  special  recognition. 

All  of  the  pictures  printed  here,  plus  many  others  in  the  multiple-image  category,  can  be  viewed  at  E&P 
Online  at  www.editorandpublisher.com.  Thanks  to  the  hundreds  who  entered,  and  we’ll  see  you  next  year. 


Carolyn  Cole 

Los  Angeles  Times 

Multipk'  linagL's  I’hnto  I'ssax 


Roger 

Darrigrand 

The  Eagle-Tribune 
North  Andover,  Mass. 


Ben  Curtis 

The  Associated  Press 


Jamie  Francis 

The  Oregonian 
Portland,  Ore. 


Erik  Daily 

La  Crosse  (Wis.)  Tribune 


Jim  Hollander 

European  Pressphoto 
Agency 

Multi|)k'  Imaj;os/l’h()t(>  Kssay 


(Continued  on  Page  30) 


Essdras  Suarez 


Y'  itOmfa/YlftY' /to.  ^ 


We  salute  Boston  Globe 
photographer  Essdras  Suarez 
for  his  winning  submission  in 
Editor  &  Publisher’s  9th  annual 
Photo  of  the  Year  contest 
(Features  category). 


iClif  Boston  (ffilobc 
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PRECISION  FEEDING  FOR  HIGHER  NET  THROUGHPUT, 
PLUS  INTUITIVE  CONTROLS  AND  ADVANCED 
ERGONOMICS  TO  MAXIMIZE  EFFICIENCY. 


The  ProLiner  is  specifically  tailored  to 
meet  the  high  speed  of  new  presses  and 
produce  a  wide  range  of  products  that 
is  required  by  our  evolving  market. 
Should  individual  requirements  change, 
its  proven  modular  and  straight-line 
design  presents  the  ProLiner  with  the 
flexibility  and  reliability  to  meet  those 
demands.  This  not  only  guarantees  the 
right  solution  today,  but  safeguards  your 
investment  in  the  future.  For  increased 
accountability  -  Grow  with  the  Proliner. 


Grow  with  us. 

Muller  Martini  is 
committed  to  partnering 
with  you.  Collaborating 
closely  to  tailor  our 

equipment  and  workflow  solutions  to  your 
individual  operational  needs  -  helping  to 
grow  your  profits  both  now  and  in  the 
future.  To  learn  more  about  what  ProLiner 
innovation  can  do  for  your  business, 
contact  us  today. 


1-888-268-5537  I  631-582-4343 
www.mullermartiniusa.com 


ON  DEMAND  SOLUTIONS 
PRESS  DELIVERY  SYSTEMS 
SADDLE  STITCHING 
HARDCOVER  PRODUCTION 
SOFTCOVER  PRODUCTION 
MAILROOM  SYSTEMS 
WEB  PRESSES 


MULLER  MARTINI 


©2008  Mullet  Martini  'Grow  with  us.’  are  registered  trademarks  of  Muller  Martini  All  rights  reserved. 


Goran 

Tomasevic 

Reuters 


Ross  Taylor 

The  Hartford  (Conn.)  Courant 


Michael 

Schumacher 

Amarillo  (Texas) 
Globe-News 


Larry  Wong 

Edmonton  Journal 
Canada 


Press-Enterprise  photographer  b>  dnig  abuse.  1  he  mother  was  arrested 

William  Wilson  Lew  is  111  w  on  first  place  on  suspicion  of  child  endangemient.  and  the 

in  the  new  s  categor>  of  Editor  &  Publisher's  children  w  ere  removed  from  the  home. 

Photo  of  the  Year  contest  for  new  spapers  fhe  award  helps  affinn  The  Press-Enteri:)rise's 

with  circulation  between  lOOdiOO  and  249,999.  enduring  conunitment  to  telling  the 

The  photo,  from  the  "Meth's  Legac\ "  project,  stories  that  matter  to  inland 

captured  a  raw  moment  for  a  famih  tom  apart  Southern  Calilomia. 

THE  PRESS-ENTERPRISE  GH 
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WINNERS  ANNOUNCED 


r 


FIRST  PLACE 

BUSINESSWEEK 

“PRISONERS  OF  DEBT" 
RUNNER-UP 

THE  SEATTLE  TIMES 

“THE  FAVOR  FACTORY" 


"Prisoners  of  Debt,"  a  series  by  BusinessWeek's  Brian 
Grow,  Robert  Berner,  Keith  Epstein  and  Geri  Smith, 
received  the  $5,000  first-place  award.  "The  Favor 
Factory"  by  The  Seattle  limes'  David  Heath  and  Hal 


Bernton  was  awarded  the  $2,000  second-place  prize. 

These  awards  sponsored  by  the  Reynolds  Center  are 
named  for  the  celebrated  investigative  business 
journalism  team  of  Don  Barlett  and  Jim  Steele,  which 
has  received  two  Pulitzer  Prizes  and  numerous  other 
national  honors.  Judging  of  the  awards  is  based  on  that 
duo's  admonition  to  break  new  ground  and  "tell  me 
something  I  don't  know." 


Honorable  mentions  (in  alphabetical  order)  in  the 
2008  awards  went  to: 

•  Bloomberg  Markets,  Toxic  Debt"  by  David  Evans 
and  Richard  Tomlinson. 


Donald  W.  Reynolds 

Natiorial  Center 
fo’’  Business  Journalism 


•  Milwaukee  Journal  Sentinel,  "Chemical  Fallout"  by 


Susanne  Rust,  Meg  Kissinger  and  Cary  Spivak. 

•  The  New  York  limes,  "Golden  Opportunities"  by 
Charles  Duhigg. 

•  The  Wall  Street  Journal,  "U.S.  Investors  Face  an  Age 
of  Murky  Pricing"  by  Susan  Pulliam,  Randall  Smith 
and  Michael  Siconolfi. 


Andrew  Leckey,  Director  , 

andrew.leckey@businessjournalism.org  •  602-496-9186 

Walter  Cronkite  School  of  Journalism  and  Mass  Cornmunication 
Arizona  State  University 

Funded  by  a  grant  from  the  Las  Vegas,  Nevada-based 
Donald  W.  Reynolds  Foundation 


It’s  still  counted  on  to  ‘save’  newspapers, 
but  now  the  growth  in  online  revenue 
is  weakening.  What  can  be  done? 

THE  WEB 
TIGHTENS 


BY  JENNIFER  SABA 

I 

Amidst  the  plague-like  conditions  newspapers  ^ 
are  facing  —  the  locusts  eating  up  print  ad  revenue,  a  j 
flood  of  ill  will  from  Wall  Street,  the  arid  credit  markets,  , 
and  crushing  loads  of  debt  —  publishers  could  once  at  I 
least  find  relief  in  the  steady,  often  strong  growth  of 
online  ad  revenue.  For  several  years,  executives  touted  the  double-digit 
rise  in  online  dollars  as  the  reason  to  keep  believing  in  newspapers.  ! 
At  the  start  of  summer,  that  comfort  vanished.  | 

The  Newspaper  Association  of  America  (NAA)  released  its  quar-  | 
terly  numbers  for  the  industry  in  September  —  and  for  the  first  time  | 


since  the  association  started  tracking  and 
breaking  out  online  ad  revenue  five  years 
ago,  the  category  dipped  into  negative 
territory.  In  Q2,  online  ad  revenue  fell  2.4% 
year  over  year  to  $776  million.  Online  ad 
revenue  had  grown  7-2%  to  $804  million  in 
the  previous  quarter.  “The  only  good  news, 
other  than  cost  reduction,  was  largely  the 
growth  in  digital  that  newspapers  have  had,” 
observes  Christopher  Vollmer,  a  partner 
and  practice  leader  for  the  U.S.  media  and 
entertainment  group  at  consulting  firm 
Booz  &  Co.  “Now  it  appears  to  have  stalled.” 

One  quarter  does  not  a  trend  make,  and 
growth  abates  as  revenue  rises.  But  online 
revenue  is  still  a  very  small  piece  of  the  total 
ad  pie  —  in  Q2  it  represented  only  8%  — 
and  too  little  to  excuse  a  slowdown.  As 
Harry  Hawkes,  a  vice  president  at  Booz  & 
Co.  who  leads  the  firm’s  newspaper  work, 
quips,  “When  it  was  growing,  they  were 
still  trading  nickels  for  dollars.  The  increase 


I  wasn’t  that  great  when  it  was  good.” 
j  Nevertheless,  newspaper  publishers  have 
been  counting  on  double-digit  advances  in 
i  online  revenue  to  help  make  up  for  the  loss 
of  print  ads.  It  was  the  last  tool  they  could 
I  use  for  positive  spin.  So  are  the  latest  results 
i  only  a  small  jolt?  Or  are  newspapers  in  for  a 
real  shock  in  quarters  to  come? 

The  problem?  ITs  classified 

“Alarming?”  Gordon  Borrell  of  Borrell 
Associates  asks  about  the  downturn  in 
j  online  ad  dollars.  “We  have  been  telling 
people  this  fire  has  been  coming  in  this 
I  direction  for  years.” 

[  For  Borrell  and  several  other  sources 
interviewed  for  this  report,  one  of  the  main 
reasons  for  the  downturn  is  an  over-reliance 
!  on  classified  advertising  and  combo  sales 
i  packages.  About  60%  to  70%  of  online 
j  revenue  for  the  industry  as  a  whole  comes 
1  from  classified,  confirms  Randy  Bennett, 


2008  SHARES  OF  LOCAL  , 
ONLINE  AD  REVENUES 


Directories  8.2%-| 

_ _  LJxjS^Otlier  print 


j  Source:  Borrell  Associates 

I  the  NAAs  senior  vice  president  of  business 
I  development.  He  believes  Q2  declining 
I  results  are  “primarily  tied  to  classifieds 
I  and  the  dramatic  drop  in  classifieds  overall, 

I  and  newspapers’  reliance  on  classified 
I  dollars  to  drive  online.”  Adds  Wachovia 
!  senior  analyst  John  Janedis:  “Even  online, 

I  these  companies  in  the  industiy  have  too 
I  much  exposure  to  classifieds.” 

■  The  technique  practiced  for  years  is  to 
I  upsell  classified  print  ads  by  tacking  on  an  i 
i  online  ad  for  additional  dollars.  For  a  long 
time,  it  worked. 

I  Display  advertising,  not  listings,  is  where  I 

'  the  growth  is,  at  least  in  the  first  half  of 2008: 

The  LAB  reported  it  rose  19%  to  $3.8  billion.  i ! 

“To  get  the  big  numbers  and  big  increas-  j 
es  as  they  were  touting  this  as  a  panacea 
of  print  decline,  they  were  riding  up  the  i  j 
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$  in  millions,  year-over-year  %  change 

RETAIL 

NATIONAL 

CLASSIFIED 

TOTAL  PRINT 

ONLINE 

GRAND  TOTAL 

$  %Ch£. 

$  %Chg. 

$  %Chg. 

$  %Chg. 

$  %Chg. 

$  %Chg. 

2007 

$21,018.47  -5.0 

$7,004.80  -6.7 

$14,185.87  -16.5 

$42,209.14  -9.4 

$3,165.62  18.8 

$45,374.76  -7.9 

2008’^ 

$19,483,00  -7.3 

$6,454,17  -7.9 

$11,003.53  -22.4 

$36,940.70  -12.5 

$3,222.18  1.8 

$40,162.88  -11.5 

2009* 

$18,898.51  -3.0 

$6,131.46  -5.0 

$9,408.02  -14.5 

$34,437.99  -6.8 

$3,512.18  9.0 

$37,950.17  -5.5 

^Estimated  Source:  NAA 


escalator  of  classified  sales,”  says  Ken  Doctor, 
an  affiliate  analyst  with  Outsell  Research  and 
author  of  the  Content  Bridges  blog. 

The  problems  with  this  strategy'  is:  One, 
when  print  ad  revenue  drops  off  a  cliff,  so 
does  online  classified  revenue  when  its  tied 
to  the  former.  Tw'o,  classifieds,  even  those 
sold  purely  on  the  Web,  are  exposed  to  the 
elements  of  the  economy  no  matter  w'here 
the  listing  appears.  The  Internet  offers  no 
more  protection  than  print. 

“Now  we  are  descending,”  says  Doctor. 
“Newspapers  have  had  their  owti  volume 
problems  for  various  reasons,  and  the  overall 
economy  has  been  going  down.  That  has 
reduced  the  volume  of  print  ads  —  and  that 
has  brought  down  online  volume  and  taken 
down  bundled  growth  rate  to  zero  and  below.” 

If  companies  aren’t  hiring,  they  aren’t 
placing  help-wanted  ads  in  print  or  online. 
Take  the  pure-play,  job-recruitment  site 
Monster.com,  as  an  example.  Janedis  low'- 
ered  the  company’s  North  America  Career 
revenue  growth  estimates  in  2009  from 
-8%  to  -14.7%.  “At  this  point,  all  things 
considered,  it’s  cyclical,  even  online.”  he  says. 

McClatchy  made  that  point  when  it 
released  its  August  results,  which  actually 
showed  online  growth.  The  publisher  help¬ 
fully  breaks  out  online  and  print  revenue  in 
monthly  statistics.  Total  online  advertising 
in  August  grew'  7-4%  in  every'  category  e,xcept 
classifieds.  Remarkably,  McClatchy  managed 
to  make  gains  in  real  estate  and  auto,  up 
18.1%  and  31.3%,  respectively.  Employment 
sank  32.7%.  The  company’s  management 
has  been  very  vocal  over  the  past  several 
months  about  moving  away  from  bundled 
ads,  instead  focusing  on  online-only  ads. 

Pat  Talamantes,  McClatchy’s  CFO,  re¬ 
marked  about  the  results  in  a  statement:  “In 
fact,  when  employment  advertising,  w'hich 
has  declined  both  in  print  and  online  as  a 
result  of  the  nationwide  slow'down  in  hiring, 
is  excluded,  our  online  advertising  revenue 
was  up  51.5%  in  August  and  was  up  55.3% 
in  the  first  eight  months  of 2008.”  The 
company  gained  ground  with  online  revenue 
j  j  by  limiting  its  inventory  and  its  reliance  on 
j  ad  networks. 

Some  observ'ers  point  to  an  even  bigger 


issue  than  the  addiction  to  classifieds  and 
bundled  packages.  “We  have  felt  for  the 
longest  time  that  most  newspapers  have  not 
gone  to  market  with  an  appropriate  value 
proposition,”  says  Sammy  Papert,  chair¬ 
man/CEO  of  Belden  Associates.  “They 
leveraged  their  e.xisting  relationship.  ‘Hey, 
we  have  a  Web  site  now,  don’t  you  w  ant  to 
advertise  on  it  for  an  extra  $100  a  month?’” 

He  believes  that  newspapers  hamstring 
their  selling  efforts  w'hen  they  rely  on 
metrics,  such  as  “uniques,”  to  entice  advertis¬ 
ers  to  place  a  buy.  “New'spapers  are  going 
to  have  to  deliver  more  than  just  aggregate 
eyeballs,”  he  explains,  since  local  advertisers 
are  getting  more  sophisticated  in  channeling 
dollars  to  search-engine  marketing. 

In  Papert’s  opinion, 

I  i  new'spapers  should  offer 


“The  only  good  news, 
other  than  cost  reduc'- 
tion,  was  largely  the 
growth  in  digital  that  newspapers 
have  had.  Now  it  appears  to  have 
stalled."  —  CHRISTOPHER  VOLLMER/Booz  &  Co 


local  advertisers  other  senices  such  as 
search-engine  optimization  or  conducting 
surv'eys  on  behalf  of  the  advertiser  —  some¬ 
thing  that  brings  value  to  the  table.  Accord¬ 
ing  to  research  firm  Magna  and  the  NAA, 
search-related  advertising  is  expected  to 
grow'  24%  to  more  than  $13.5  billion  in  2009 
—  the  biggest  gain,  and  spend,  for  emerging 
online  advertising. 

Not  only  is  the  growth  of  online  ad  dollars 
reversing,  but  new  spapers  have  been  losing 
local  advertising  share  to  other  media  — 
particularly  pure-plays  like  Google  —  since 
2005,  Gordon  Borrell  notes.  “It’s  not  a  trend 
that  just  popped  up  on  the  radar,”  he  says. 
“It’s  been  out  there  if  you  look  at  share  versus 
total  revenue  growth.”  Lx)cal  online  advertis¬ 
ing  in  general  grew'  50%  this  year,  he  adds. 

Booz  &  Co.’s  Vollmer  thinks  the  bad  rap 
that  new  spapers  have  received  over  the  past 


several  months  is  tainting  their  online 
properties.  “The  print  product  has  been  in  a 
pretty'  steady  decline.  That  decline  has  been 
so  significant  and  persuasive,  it’s  having 
spillover  effects  to  the  online  [edition]  as 
well,”  he  says.  “It’s  affecting  the  confidence 
level  that  advertisers  w  ant  to  allocate  to 
newspapers  as  brands  in  general.” 


Making  a  better  impression 

Even  if  advertisers  want  to  spend  money 
v^th  newspaper  Web  sites,  Vollmer,  like 
Belden’s  Papert,  notices  a  worrisome  trend 
in  Web  metrics.  He  observ'es  that  time  spent 
per  session  on  new  spaper  Web  sites  is 
actually  quite  short  —  impMog  that  people 
are  dashing  in  and  out  in  order  to  check  the 
weather  or  the  latest  baseball  score.  “There  is 
an  e.xpectation  that  you  are  going  to  spend 

time  w'ith  the  newspaper,”  says 
Vollmer.  “The  reality'  is  people 
use  these  newspapers  very 
differently  online.  The  value 
of  that  impression  is  a  lot  less.” 

Traditionally,  newspapers 
tend  to  undercharge  for  the 
cost  per  thousand  (CPM)  — 
when  they  sell  it,  that  is. 
According  to  the  LAB,  in  2007 
about  53%  of  ad  space  on 
newspaper  Web  sites  of  seven 
publishers  w'ent  unsold,  compared  with  50% 
in  2006,  TheNerc  York  Times  reported. 

To  boost  the  cost  per  thousand,  Vollmer 
contradicts  industry’  w'isdom  in  the  direction 
online  newspapers  should  take.  Guess  what? 
It’s  not  just  hyperlocal.  If  newspapers  w'ant 
to  attract  local  online  advertising  for  an 
attractive  price,  he  says,  a  distinguishing  set 
of  factors  is  required.  “I  think  newspapers 
have  to  think  through  w  hat  is  fundamentally' 
their  proposition  as  a  local  regional  compa¬ 
ny,”  he  says.  “I’m  not  sure  that  local  is 
enough,  given  the  amount  of  competition 
there  is  in  digital.” 

TheNeu'  York  Times,  he  says,  brands 
itself  as  upscale  and  sophisticated.  It’s  a 
specific,  tailored  focus  —  much  more  so 
than,  say,  the  generic  distinction  of  covering 
the  city'  of  Chicago.  Advertisers  are  inter¬ 
ested  in  psychographics,  otherwise  it 
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becomes  a  commodity  game. 

All  is  not  lost.  While  many  sources  told 
E^P  that  newspapers  have  relied  too  long 
on  bundled  upsells  and  classified  advertising, 
almost  every  one  thinks  that  newspapers  are 
in  a  position  to  turn  in  a  positive  direction. 

Outsell  s  Doctor  e.xplained  that  once  a 
newspaper  can  gamer  at  least  50%  of  its 
online  revenue  from  online-only  sales  and 
pull  back  from  classifieds,  it  will  jump-start 
growth  engines.  Says  Gregory  Springs,  a 
senior  associate  in  Booz  &  Co.’s  media 
practice:  “I  don’t  think  we  see  this  dowTitum 
in  online  advertising  growth  as  anything 
other  than  a  short-term  issue.  It  will  return 
to  positive  growth.” 

The  NAA  is  forecasting  that  online 
revenue  will  increase  roughly  1.8%  to  $3.2 
billion  this  year.  In  2009,  it  expects  that 
figure  to  rise  9%  to  $3.5  billion.  “I  think 
newspapers  for  a  while  have  been  trying  to 
ramp  up  and  diversify  and  find  new  revenue 
sources,”  says  the  NAAi  Bennett.  “As  that 
continues,  we  will  see  a  difference,  maybe 
not  in  third  or  fourth  quarter,  but  in  2009.” 

Wachovia’s  Janedis  notes  that  publishers 
see  the  “need”  and  “urgency”  to  divest  out  of 
classified  online  advertising.  “The  good  news 
is  that  they  are  on  it.  The  bad  news  is  that 
the  numbers  are  not  w  here  they  would  like 
to  see  them.” 

Borrell  echoes  that  sentiment.  The 
newspaper  industry  anticipated  the  down¬ 
turn,  and  has  been  making  efforts  to  return 
online  ad  revenue  on  a  northward  trajectory. 
He  draws  a  parallel  between  aircraft  carriers 
and  newspapers:  behemoths  that  take  time 
to  shift  course.  “We  think  they  will  turn  the 
comer.”  he  adds. 

Something  for  the  pain 

The  Yahoo  alliance  is  a  big  part  of  the 
plan.  Yahoo’s  new’  ad  platform  management 
system,  APT  (as  E^P  e-xplored  last  month) 
puts  several  critical  tools  within  the  reach 
of  newspapers. 

The  alliance  opens  up  the  newspaper’s  in¬ 
ventory,  making  it  more  valuable  by  greatly 
expanding  its  reach  within  a  market.  APT’s 
main  driver  is  that  it  allows  for  behavioral 
targeting,  letting  new  spapers  sell  advertisers 
on  more  psy  chographic  data.  Increased 
reach  and  the  capacity’  to  hit  targets  more 
precisely  increases  the  newspaper’s  ability’ 
to  raise  CPMs. 

When  Yahoo  unveiled  APT  in  late 
September  in  New'  York,  Dean  Singleton, 
CEO  of  MediaNew's  Group  and  one  of  the 
first  new’spaper  chains  to  rollout  the  plat¬ 
form,  said  his  group  of  new  spapers  expects 
CPMs  to  triple. 

Singleton  acknowledges  the  recent 


slowdown  in  online  ad  revenue,  and 
MediaNews  Group’s  decline  in  online  ad 
revenue  growth  this  year  so  far.  The  reason? 
He  points  to  upsells  in  the  classified  category. 
In  the  same  breath  he  says  that  MediaNews 
Group  is  on  track  to  diversify  away  from  that, 
thanks  to  Yahoo. 

APT  is  “already  beginning  to  ease  our 
pain,”  says  Singleton.  The  San  Jose  (Calif) 
Mercury  News,  one  of  the  first  test  sites  for 
APT,  is  already  gamering  attention  from 
advertisers  w’ho  normally  wouldn’t  touch 
newspapers. 

Currently,  22%  of  MediaNews  Group’s 
operating  cash  flow’  comes  from  online 
revenue.  In  five  years,  Singleton  e.xpects  that 
figure  to  rise  to  50%. 

Rusty’  Coats,  the  v’ice  president  of  interac¬ 
tive  for  the  new  spaper  division  at  E.W. 
Scripps,  doesn’t  even  count  online  ads  upsold 
from  print,  calling  such  ads  a  “false  positive.” 
Classifieds  have  to  be  stripped  out  to  get  an 
accurate  picture  of  online  ad  revenue,  he 
contends.  “We  have  been  victims  of  our  own 
success,”  he  says  of  newspapers  gorging  on 
online  classifieds  for  too  long.  “We  haven’t 
developed  those  muscles  that  we  should  hav’e 
been  developing.  Fat  cats  don’t  chase  rats.” 

At  Scripps,  pure-play  online  revenue  is 
advancing  in  40%  to  50%  clips.  Coats  adds. 
He  e.xpects  that  rate  to  accelerate  even  more 
with  the  implementation  of  APT. 

Instead  of  selling  online  “sections”  mim¬ 
icking  how  print  sales  are  stmctured,  E.W. 
Scripps  is  putting  forth  a  concerted  effort 
to  sell  audience. 

In  certain  markets.  Coats  says,  the  Yahoo 
partnership  w'ill  boost  the  reach  of  an  online 
newspaper  from  25%  to  80%.  That  opens 
up  a  lot  more  people  to  target.  Ultimately, 
that  will  help  Scripps  flip  the  ratio  of  total 
online  revenue,  w’ith  about  70%  coming 
from  online-only  display  advertising  and 
30%  coming  from  verticals  —  “I  don’t  mean 
upsells,”  be  adds. 

Coats  is  so  optimistic  about  online  ad 
revenue  that  he  sounds  like  he’s  just  stepped 
out  of  the  year  2004.  Once  bundled  ads  and 
classifieds  are  separated  out,  the  potential 
is  enormous.  There’s  “an  incredible  story 
of  online  revenue  —  a  pow’erftil  source  of 
income  for  all  of  us,”  he  adds.  He  forecasts 
that  by  2012,  online  revenue  will  pay  for  all 
the  company’s  new’spaper  journalism. 

When  asked  if  that  means  a  newsroom 
with  a  total  of  10  employees.  Coats  responds, 
“We  set  that  goal  on  the  newsroom  we  have 
now,  and  adjusted  up  for  inflation.  That  is 
what  we  have  at  our  disposal  right  now.”  0 

For  advertising  and  circ  news  hourly, 
visit  www.nditorandpublisher.com/adcirc 
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Since  1953  the  Scripps  Howard 
Foundation  has  recognized  the 
best  work  in  journalism  through 
the  National  Journalism  Awards. 

Cash  awards  totaling 
S195.000  will  be  presented 
.April  24.  2009  at  the  National 
Press  Club  in  Washington.  D  C., 
to  recognize  excellence  in 
17  categories,  including: 

S2S,000 


Fark'l 


ITZC 


for  investigative 

REPC')RT1NG 

Other  categories  honor 
journalistic  excellence  in: 

■T\  Cable 

■  Radio 

■  Business  Economics 

■  Public  Serv  ice 

■  Service  to  the  First  Amendment 

■  Environmental  Reporting 

■  Washington  Reporting 

■  Web  Reporting 

■  Editorial  Writing 

■  Human  Interest  Writing 

■  Commentarv 

■  Editorial  Cartixvning 

■  Photo)ournalism 

■  College  Cartoonist 

■  College  leaching 

■  College  Administration 

POSTMARK.  DEADLINE: 

latuiaiA  31,2009 

Rules  and  entry-  forms: 
www.scripps.com  foundation 
Qiiestions: 

sue.portery'scripps.com 
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AKE  A  SIMPLE  DECISION 
HAT  YIELDS  BIG  RESULTS! 


For  more  than  130  years,  the  International  Trademark 
Association  (INTA)  has  worked  for  all  trademark  owners  and 
professionals  to  support  and  advance  trademarks  and 
related  intellectual  property  as  elements  of  fair  and  effective 
national  and  international  commerce. 


We  know  your  time  is  tight,  so  here  are  four  quick 
reasons  to  become  an  INTA  member  this  year: 


An  enhanced  online  Membership  Directory  that  can  put 
you  in  touch  with  20,000+  trademark  professionais  from 
more  than  5,500  companies  in  more  than  190  countries 
The  newly  launched  Country  Portais  -  an  online  gateway 
to  country-specific  trademark  information 
Public  awareness  efforts  iike  SpotlightOn:  Counterfeiting, 
which  aired  on  PBS  and  highlights  the  costs  of 
counterfeiting 

Free,  members-only  webcasts  like  the  one  INTA  held  last 
September  on  the  .ASIA  domain 


Learn  more  about  how  we  can  heip  your  company  manage 
and  protect  its  trademarks  at  www.inta.org  or  contact  us  at 
+1-212-768-9887. 


Hit  your  ma(Dk 


In  today’s  highly  technological 

world,  communications  run  at  a  fever- 
pitch  almost  nonstop.  Journalists  and  edi¬ 
tors  are  constantly  preparing,  reviewing 
and  posting  investigative  reports,  news  sto¬ 
ries,  reviews  and  blog  entries  on  the 
Internet  and  in  print.  And  as  more  content 
finds  its  way  to  the  online  world,  so  too 
does  the  need  for  an  even  greater  commit¬ 
ment  to  using  brand  names  and  registered 
trademarks  properly. 

Using  trademarks  properly  in  all  media  is 
one  of  the  single  best  ways  to  let  audiences 
— and  consumers — know  the  differences 
between  generic  items  and  products  pro¬ 
tected  with  registered  trademarks. 

As  many  know,  a  trademark  is  any  word. 


name,  symbol  or  device,  or  any  combina¬ 
tion  thereof,  that  identifies  and  distin¬ 
guishes  the  source  of  the  goods  ol  one 
business  from  those  of  others.  A  distinc¬ 
tive  trademark  allows  a  business  to  build 
public  goodwill  and  brand  reputation  in 
the  goods  or  services  it  sells.  And  con¬ 
sumers  rely  on  these  unique  and  notice¬ 
able  trademarks  as  an  indication  of  a  good 
or  service  that  is  authentic  to  a  specific 
maker  or  service  provider. 

Many  times,  reporters,  journalists  and  edi¬ 
tors  will  find  themselves  asking  about  the 
appropriate  way  to  use  a  trademark  in  an 
article,  report  or  review.  It  is  essential  to 
use  trademarks  properly  because  they  not 
only  carry  the  weight  of  a  particular  brand, 
but  also  because  they  help  the  audience 


understand  the  level  of  quality  associated 
with  a  product  or  service. 

Without  proper  usage,  a  well-known  brand 
owner  may  be  seriously  misrepresented  to 
the  very  consumers  with  whom  they  have 
spent  years  establishing  trust  through  qual¬ 
ity.  Readers  rely  on  trustworthy  publica¬ 
tions  for  accurate  and  factual  information, 
and  they  also  rely  on  trademarks  to  note  the 
authenticity  of  a  good  or  service. 

Because  it  is  important  that  trademarks  be 
used  properly  in  print  and  other  media, 
the  International  Trademark  Association 
(INTA)  has  developed  guidelines  to  pro¬ 
vide  a  few  easy  to  follow  rules  concerning 
proper  trademark  use  for  the  media,  pub¬ 
lishing  professionals  and  the  public. 


FedExMs  Not  Synonymous 
With  Shipping. 


That's  why  you  can't  FedEx  your 
package.  FedEx®  is  not  a  noun, 
verb,  adverb  or  even  a  participle. 

It  is  an  adjective  and  identifies  our 
unique  brand  of  shipping  services. 
So  if  you  want  to  ship  a  package 
and  just  about  anything  else,  ask 


for  FedEx®  delivery  services.  Help 
us  protect  our  marks.  Ask  us  before 
you  use  them,  use  them  correctly, 
and,  most  of  all,  only  ask  for  FedEx® 
delivery  services. 

fedex.com 

FecOss* 


©  2008  FedEx. 
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As  an  editor  or  publisher,  when  you  are  faced  with  a 
.  questionable  trademark  usage  situation,  ask  yourself 
^  if  it  passes  the  “ACID”-  test  of  proper  trademark  use, 
A  Ask  if  it  is\an: 


Adjective 

Consistent 

Identification  or  Status 
Distinctive 
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ADJECTIVE 


Trademarks  are  adjectives.  They  are  not 
nouns,  and  they  are  not  verbs. 


Are  these  important 
distinctions? 


In  this  context,  it  is  important  to  note 
another  significant  distinction:  trade 
names  and  trademarks  are  not  the  same. 
Although  many  companies  use  their  trade 
names  as  trademarks,  trade  names  are  cor¬ 
porate  or  business  names  and  are  proper 
nouns,  not  adjectives. 


A  trademark  should  always  be  used  as  an 
adjective  qualifying  a  generic  noun  that 
defines  the  product  or  service.  A  trademark 
is  a  company  brand  name,  not  a  product  or 
service  itself  As  adjectives,  trademarks 
should  not  be  used  as  plurals  or  in  the  pos¬ 
sessive  form,  unless  the  trademark  itself  is 
plural  or  possessive  (such  asl-800-bLOW- 
ERS,  MCDONALD’S  or  LEVI’S). 


Think  of  these: 


Consequently,  trade  names  can  be  used  in 
the  possessive  form  (for  example, 
“Reebok’s  newest  line  ol  athletic  shoes  is 
for  children.”)  and  need  not  be  followed  by 
generic  nouns  that  define  a  product  or 
service  (for  example,  “These  athletic  shoes 
are  made  by  Reebok.  ”). 


ASPIRIN. 
ELEVATOR. 
KEROSENE. 
CORN  FLAKES 
YO-YO. 


EXAMPLES: 


When  using  a  trade  name,  it  is  not  appro¬ 
priate  to  use  a  trademark  symbol. 


Correct: 

“Use  a  XEROX  brand 
copier” 

“I  put  on  my  RAY-BAN 
sunglasses” 

“Send  the  packages  via 
FEDEX  delivery” 


CONSISTENT 


Businesses  use  many  su'les  to  represent  their 
trademarks.  That’s  why  it  is  important  that 
your  references  to  a  particular  mark  be  accu¬ 
rate  and  consistent,  i.e.,  the  mark  should  be 
represented  the  same  way  each  time. 


Each  of  these  well-known  product  names 
was  once  a  famous  trademark  with  rights 
exclusively  owned  by  a  company.  Today, 
due  to  misuse  of  the  marks,  they  are  mere¬ 
ly  generic  product  names  with  no  accom¬ 
panying  trademark  rights.  Such  trademark 
“ghosts”  serve  as  historic  reminders  of  what 
can  happen  to  trademarks  if  the  public 
comes  to  regard  a  brand  name  as  the  gener¬ 
ic  name  of  a  product. 


Incorrect: 

“XEROX  these  copies” 
“Hand  me  my  RAY-BANs’ 
“Send  the  FEDEXs” 


For  example,  if  a  mark  is  represented  in  all 
capital  letters,  you  should  consistently  use 
all  capital  letters  when  referencing  that 
mark,  fhis  has  the  desired  effect  of  empha¬ 
sizing  that  the  term  is  indeed  a  trademark, 
not  merely  another  word  in  the  text. 


.1 


m 


This  image  was  not  "photoshopped." 


So,  how  was  it  made  then?  Is  there  some  new  Adobe 
program  you  don't  know  about?  Is  it  the  result  of  some 
government  experiment  gone  horribly  wrong?  Nope. 

The  image  was  made  using  Adobe*  Photoshop*  software- 
not  "photoshopped." 

Potato,  potahto,  right?  Not  really.  When  you  refer  to 
an  image  as  being  "photoshopped,"  or  use  Photoshop 
as  a  generic  term,  it  is  an  improper  use  of  the  Photoshop 
trademark  and  ultimately  confuses  the  fact  that 
Photoshop  is  a  proprietary  brand  owned  by  Adobe. 


So  from  here  on  out  let's  talk^bout  Photoshop  in  the 
proper  way.  The  next  time  you're  referring  to  Photoshop 
and  its  amazing  capabilities  say  something  like,  "They 
must  have  used  Photoshop  software."  Go  ahead  and 
throw  in  the  word  "Wow!"  if  you  like-  we  don't  have  a 
trademark  on  that. 


Adobe 


Special  Advertising  Section 


Hit  your  ma(R)k 


In  many  countries,  the 
™  symbol  is  recognized 
as  identifying  an  unreg¬ 
istered  trademark. 


In  North  America  and  several  other 
countries,  the  symbol  is  similarly 
used  to  identify  an  unregistered 
service  mark  (a  mark  used  in  con¬ 
nection  with  the  company’s  services 
rather  than  with  their  goods) 


Many  countries  have  also  adopted  the  ®  symbol 
to  identify  a  registered  trademark  or  service 
mark.  Other  proper  forms  of  notice  for  regis¬ 
tered  trademarks  in  the  United  States  include: 
“Registered  in  the  U.S.  Patent  and  Trademark 
Office”  and  “Reg.  U.S.  Pat.  &  Tm.  Off” 


CaR'Freshner®  is  a 
registered  trademark  of 
CaR'Freshner  Corporation. 


The  Tree  design.  Car-Fre-shner.  Lfttle  Tret,  and  Lrm.E  Trees  are  registered  trademarks  of  Julius  Samann  Ltd.  C  2007  by  Julius  Samann  Ltd 


•We  ask  that  you  spell 
Car-Freshner®  in  all  capital 
letters,  but  never  with  an"s"on 
the  end. 


Please  help  us  keep  the  Car-Freshner® 
trademark  a  symbol  of  quality! 


The  Little  Tree‘  design  is  also  a  registered  trademark. 
If  you  would  like  to  use  it,  please  contact  us  at 
legal@little-trees.com. 


•  Calling  an  air  freshener  a 
"car-freshner,""car  freshener,"  or 
"car-  freshener"  would  be  using 
our  trademark  incorrectly. 


•  Only  use  "Car-Freshner"  by  itself 
when  you're  referring  to  our 
company.  Otherwise,  only  use 
it  to  describe  our  products, 
such  as  Car-Freshner®  pump 
sprays. 


IDENTIFICATION 
OR  STATUS 

To  consistently  identify  trademarks,  an 
international  system  of  demarcation  has 
been  established.  These  symbols  are  widely 
understood  to  represent  trademarks  and 
service  marks  and  highlight  the  importance 
of  properly  noting  intellectual  property. 

Certain  countries  have  other  symbols  and 
designations,  including  “Marca  Registrada” 
or  “MR”  in  some  countries  where  Spanish  is 
the  dominant  language,  and  “Marque 
Deposee,”  “Marque  de  Commerce,”  or 
their  abbreviations,  “MD”  and  “MC,”  in 
some  countries  where  French  is  the  domi¬ 
nant  language. 

Marking  practices  vary  from  country  to 
country  and,  logically,  marking  should  be 
in  the  local  language(s)  or  otherwise  mean¬ 
ingful  way  to  your  readers  and/or  the  peo¬ 
ple  in  the  country  in  which  the  products  or 
services  are  advertised  and  sold. 

Generally,  it  is  not  necessary  to  mark 
every  occurrence  of  a  trademark  in  an 
advertisement  or  other  promotional  mate¬ 
rials  but,  at  a  minimum,  this  identifica¬ 
tion  should  occur  at  least  once  in  each 
piece  of  printed  matter,  either  the  first 
time  the  mark  is  used  or  with  the  most 
prominent  use  of  the  mark.  When  in 
doubt,  it  is  better  to  “over-mark.” 

Its  purpose  is  to  alert  the  public  to  the 
ownership  of  the  mark,  and  it  is  one  of 
the  primary  ways  to  affirmatively  protect 
a  mark. 


A  NOTE  OF  INFORMATION  AND  ENTREATY 
TO  FASHION  EDITORS,  ADVERTISERS, 
COPYWRITERS  AND  OTHER 
WELL-INTENTIONED  MIS-USERS  OF 
OUR  CHANEL  NAME. 


CHANEL  was  a  designer,  an  extraordinary  woman  who  made 
a  timeless  contribution  to  fashion. 

CHANEL  is  a  perfume. 

CHANEL  is  modern  elegance  in  couture,  ready-to-wear, 
accessories,  watches  and  fine  jewelry. 

CHANEL  is  our  registered  trademark  for  fragrance,  cosmetics, 
clothing,  accessories  and  other  lovely  things. 


Although  our  style  is  justly  famous,  a  jacket  is  not  ‘a  CHANEL  jacket’ 
unless  it  is  ours,  and  somebody  else’s  cardigans  are  not  ‘CHANEL  for 
now.' 

And  even  if  we  are  flattered  by  such  tributes  to  our  fame  as  ‘Chanel-issime, 
Chanel-ed,  Chanels  and  Chanel-ized’,  PLEASE  DON’T.  Our  lawyers 
positively  detest  them. 

We  take  our  trademark  seriously. 


Merci, 


CHANEL  Inc 
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DISTINCTIVE 

Trademarks  should  always  be  distinguished 
from  surrounding  text.  In  running  text,  lor 
example,  trademarks  are  often  distinguished 
by  using  capital  letters  or  italics. 

In  addition,  the  generic  noun  that  defines 
the  product  or  service  should  be  used 
immediately  after  the  trademark  name  at 
least  once  in  each  separate  written  or  broad¬ 
cast  communication,  preferabK'  the  first 
time  that  the  trademark  appears  in  the  text. 

Additional  emphasis  can  be  given  to  trade¬ 
marks  by  using  the  word  “brand”  after  the 
mark  and/or  by  using  one  of  the  accept¬ 
able  symbols  that  indicate  trademark  sta¬ 
tus,  as  mentioned  in  the  “Identification” 
section  above. 


EXAMPLES: 

IPOD  mp3  players 
CANON  cameras 

DELL  brand  notebooks 
Callaway  golf  clubs 


In  addition  to  the 

“ACID” 

test,  there  are  also  some 
extra  rules  that  apply  that 
can  help  you  decide  the 
best,  most  appropriate 
way  to  use  a  trademark 
in  your  writing. 


PLURALS 

Pluralize  the  noun,  not  the 
trademark:  We  all  like  to 
eat  OREO  cookies. 

POSSESSION 

Do  not  modify  a  trademark 
from  its  possessive  form 
and  do  not  make  a  trade¬ 
mark  possessive:  She  wore 
LEVI’S  jeans. 

MODIFICATION 


It’s  just  not  BOTO^ 
without  the 

The  (B)  after  BOTOX®  Cosmetic  means  it’s  a 

P  registered  trademark  of  Allergan,  Inc. 

Dt  a  nickname.  Or  a  generic  term  for  other  botulinum  toxins. 

It’s  the  BOTOX®  you  and  your  patients  trust. 

And  the  one  we  trust  you’ll  always  use  with  an  (5). 

^OTOX* 

— Cosmetic 

Botulinum  Toxin  Type  A 

ALLERCAIV  ©2004  Alieigan,  Inc.,  Irvine,  CA  92612  BOTOXisare^steiedtrademarkof  Allergan.  Inc.  www.botox.com  0408246 

_ 


Never  modify  a  trademark 
from  its  original  form  with 
hyphens,  abbreviations,  or 
any  other  alteration.  We 
use  iTunes,  not  i-Tunes. 

GROUP  MARKS 

These  trademarks  show 
membership  in  a  group 
association  where  only 
members  are  allowed  to 
use  the  mark.  A  good 
example  of  this  is  the  AAA. 

CERTIFICATION 

MARKS 

These  distinctions  let  you 
know  that  a  good  or  serv¬ 
ice  meets  a  certain  stan¬ 
dard  or  is  of  a  regional 
origin.  A  good  example 
includes  GROWN  IN 
IDAHO  potatoes. 


Use  the  GMAT*  Trademark  Correctly 
and  Ace  This  Test 


The  correct  answer  is:  (D)  All  of  the  above.  The  GMAT  exam  is  used  by  admissions  officers  in  4,000 
business  programs  worldwide  to  help  gauge  potential  for  success  in  graduate  management  education. 


Use  the  word  “GMAT‘”  as  an  adjective  whenever  you  refer  to  the  premier  test  designed  for  business 
schools,  by  business  schools.  You’ll  get  high  marks  from  the  copy  desk. 


Graduate 
Management 
Ad  mission 
Council* 


©  2008  Graduate  Management  Admission  Council 


gmac.com/Trademarks 
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Where  Proper  Usage  and 
Online  Protection  Converge 


This  alarming  trend  affects  everyone  who 
uses  the  Internet,  including  children  who 
may  be  misdirected  to  adult-only  sites 
when  they  innocently  mistype  a  brand 
name  into  their  browsers. 


trademark  usage  and  online  predators  inter¬ 
sect  at  some  points  on  the  Internet,  and 
education  and  prevention  are  the  best  safe¬ 
guards  that  can  be  used  to  avoid  these 
potentially  dangerous  encounters. 


Trademarks  are  becoming  more 

prevalent  and  widely  used  on  the  Internet 
in  the  form  of  w'ebsite  addresses,  and  brand 
owners  and  consumers  alike  are  finding 
new  threats  as  they  navigate  the  online 
world.  Unfortunately,  there  are  criminals 
online  who  are  taking  advantage  of  con¬ 
sumers  by  illegally  misusing  trademarks  for 
their  own  personal  gain. 


Cybersquatters  target  businesses  and  con¬ 
sumers  by  registering  Internet  domain 
names  (such  as  www.gapp.com  and 
www.wallmartt.com)  that  are  confusingly 
similar  to  legally  protected  company  names 
and  internationally  recognized  trademarks. 


CYBERSQUATTER 

TECHNIQUES: 


That’s  why  it  is  so  important  to  use  trade¬ 
marks  properly  in  all  media,  especially 
knowing  that  consumers  will  inevitably  read 
your  work  and  may  use  your  description  in 
an  online  search  or  through  direct  naviga¬ 
tion  in  the  website  address  bar.  It’s  clear  that 


TYPOSQUATTING 

The  use  of  common 
Internet  domain  name 
misspellings  to  draw 
users  away  from  their 
intended  destinations. 


Cybersquatters  employ  a  variety  of  decep¬ 
tive  practices  to  entrap  Internet  users  and 
to  defraud  companies. 


PHISHING 
The  use  of  fraudulent 
emails  to  divert  traffic  to 
websites  for  the  purpos¬ 
es  of  soliciting  personal 
financial  information. 


may  be  sweet, 
but  they  are  NOT 


Once  misdirected  through  such  deceptive 
practices,  consumers  can  be  bombarded 
with  advertisements,  pornographic  materi¬ 
al,  unlawful  spyware  and  even  harmful 
computer  viruses. 


brand  chocolates 

KISSES.  — 

a  trademark  for 
over  100  years! 

Trademarks  are  adjectives. 

Please  be  SWSet! 

Don't  use  our  mark 
as  a  noun! 


In  the  end,  these  tactics  can  generate  rev¬ 
enue  for  cybersquatters  through  pay-per- 
click  (PPC)  advertisements  or  through  ille¬ 
gal  scams  based  on  stolen  sensitive  con¬ 
sumer  information,  including  Social 
Security,  and  personal  bank  and  credit  card 
account  numbers. 


Cybersquatters  are  targeting  well-known 
brand  owners  and  consumers  more  and 
more.  Consumers  rely  on  genuine  websites 
for  a  safe  online  experience  and  INTA  is 
working  to  protect  that  experience  through 
education. 


KISSES^- A  regjstertd  trademark  in  the  U.S..  Mexico, 
and  other  countries;  Application  pending  in  Canada. 
www.hmkeys.cfm 
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Here  are  some  quick  facts  about 

Cybersquatting. 

According  to  the  World  Intellectual  Property  Organization 
(WlPO),  disputes  relating  to  cybersquatting  increased  by  25% 
over  the  last  year. 

A  recent  poll  by  Harris  Interactive  reported  that  30%  of 
respondents  are  limiting  online  transactions,  and  24%  are 
limiting  online  banking  due  to  potential  fraud. 


MATTHEW  SCHMIDT  is  the 

f 

Communications  Manager  for 
the  Internationai  Trademark 
Association  headquartered  in 


e  According  to  Gartner,  Inc.,  the  average  phishing  victim  was 
defrauded  US  $1,244  in  2006. 


Whether  you’re  running, 
skiing,  hilung  or  writing, 
if  you  use  GORE-TEX*  fabric 
correctly,  we’ll  all  feel 
comfortable. 

GORE-TEX*  fabric  is  the  original  waterproof/breathable 
fabric  that  revolutionized  the  outdoor  sportswear  mar¬ 
ket,  and  it’s  now  used  in  many  industrial  and  medical 
applications,  too. 

GORE-TEX  should  never  stand  alone.  Always  use  it 
to  modify  a  noun,  such  as  GORE-TEX*  fabric,  GO^-TEX* 
gloves,  GORE-TEX*  outerwear. 

Your  comfort  is  what  our  remarkable  fabric  is  all 
about.  So  please  keep  us  comfortable  by  using  our 
trademark  correctly. 

GORE-TEX*  is  a 

registered  trademark  of 
W.  L.  Gore  &  Associates,  Inc.  oeafn^h^«s 


New  York,  NY. 


Trademark 

Resources 


tmhotline@inta.org, 
offers  trademark  information 
for  the  public  and  media  on 
weekdays,  between  2:00pm 
and  5:00pm  EST. 


You  can  aiso  check  the  status 
of  trademarks  at  the  United 
States  Patent  and  Trademark 
Office  web  site, . 
http://www.uspto.gov/ 

(click  on  Search  Trademarks). 
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Please  control  yourself  when  using 


TASER 


You  may  not  be  aware  of  it,  but  TASER  '  is  an  acronym 
•  for  "Thomas  A.  Swift's  Electric  Rifle,"  taken  from  the 
_1  original  inventor's  favorite  series  of  childhood  science 
ficition  books.  That's  why  you  should  always  exercise 
caution  and  use  all  caps. 

Also,  please  remember  when  referring  to  the  device 
itself,  TASER”  is  an  adjective  —  not  a  noun.  It  is  used 
to  modify  electronic  control  devices  (ECDs)  like  the 
TASER*  X26™  carried  by  police,  and  the  TASER*  C2'“ 
marketed  to  general  consumers. 


TASER*  is  not  a  verb  either.  One  cannot  "tase"  someone 
using  a  TASER*  X26”'.  They  merely  can  control  them,  or 
more  specifically,  temporarily  incapacitate  them. 

And  finally,  always  place  the  registered  trademark 
symbol  after  TASER*. 


That's  all  there  is  to  it.  Police  officers  use  the  TASER" 
X26"*  respronsibly  all  the  time.  And  now  you  can,  too. 
Thank  you. 


To  learn  more  about  TASER  International 
and  its  products  visit  www.TASER.com. 


e  ^  ^  d 


02008  TASfR  International,  Inc.  TASER,  Q,  X26  and  the  Lightning  Bolt  logos  are  trademarks  of  TASER  International.  Inc.  All  rights  reserved. 


New  York  architect  Safwat  Fahim  and  Athens  publisher 
Gianna  Angelopoulos  in  the  new  home  of  Eleftheros  Tipos, 
where  the  newsroom  is  shown  at  top  (with  the  partially 
glassed-in  superdesk  to  the  right)  and  the  “cybrary,"  above. 


operation.  It  is  the  result  of  a  collaboration  of 
modem,  international  talents,  as  well  as  the 
re\ival  of  another  ancient  local  institution. 

Founded  only  25  years  ago,  Eleftheros 
Tipos  quickly  became  the  country  ’s  top¬ 
selling  daily,  but  circulation  and  advertising 
stagnated  in  the  1990s.  A  tabloid  of  dated 
design  produced  by  a  largely  older  stall’ in  a 
shabby  newsroom,  "this  was  a  partj-  news¬ 
paper,”  like  others  in  Greece,  that  “fell  into 
disrepair,”  says  architect  Sahvat  B.  Fahim. 

Purchased  in  the  summer  of 2006,  ET 
is  still  recognized  as  a  center-right  publica¬ 
tion,  but  without  political  part\’  affiliation. 
CEO  Michalis  Zacharatos  argues  that  its 
editorial  independence  is  assured  because, 
unlike  most  Greek  media  owners,  EThas 


Greek  national  daily  ‘Eleftheros  Tipos’ 
is  reborn  as  a  21st-century  enterprise 

BY  JIM  ROSENBERG 


Greeks  have  valued  timely  reporting  since  the  message 
from  Marathon.  Reliably  informed  communication 
and  debate  were  foundations  of  their  earliest  democracy, 
while  that  same  society  manifested  an  appreciation 
of  elegant  design  unsurpassed  in  its  time. 

The  new  Eleftheros  Tipos  {Free  Press)  revives  all  those  elements 
in  the  flagship  of  an  enterprise  reorganized  as  a  modern  multimedia 


50  EI)ITOR& PUBLISHER  NOVEMBER  2008 


“With  TowerClean,  we  can  now 
wash  our  DCM  press  in 
less  that  two  minutes”  if  I 


For  more  information  please  contact  us  at 
towerclean@baldwintech.com 


Bill  Burgess, 

General  Manager 
Lancaster  Farming, 

Lancaster  County  Weeklies  and 
Susquehanna  Printing 


“What  we  wanted  was  a  cost- 
effective  but  effective  way  of 
cleaning  the  blankets  on  our 
DCM  press.  Baldwin’s  Tower- 
Clean  system  installed  quickly 
and  has  met  our  expectations 
for  cleaning  quality  and  produc¬ 
tivity  -and  our  press  operators 
are  certainly  happy  because 
cleaning  the  blankets  on  this 
press  is  a  bit  of  a  challenge.” 


“no  business  interests”  in  Greece. 

The  new  owTiers  aimed  high.  Within 
three  months  they  had  consultants 
modernizing  all  aspects  of  the  enterprise, 
then  fast-tracked  implementation  of  their 
plans.  Radical  changes  to  process  and 
product  were  quickly  followed  by  dramatic 
improvements  in  sales. 

Reintroduced  in  May  of  hist  year,  ET's 
extreme  makeover  was  more  than  a 
serious  redesign.  It  represented  a  complete 
rethinking  of  the  newspaper:  what,  how, 
and  how  much  it  co\  ered,  ;is  well  iis  its 
presentation  and  production. 

Since  then,  according  to  Managing  Editor 
Serafim  Kotrotsos,  sLx-day  circulation  rose 
50%  and  Sunday  circulation 
nearly  tripled  to 
more  than 
100,000  copies, 
while  revenue 
doubled.  Once 
again  it  is  among 
the  top  sellers  — 
reportedh’  second 
on  weekdays  and 
third  on  Sundaj'. 

"More  impor¬ 
tant,”  says  Juan 
Antonio  Giner, 
sun  ey  research  by 
a  U,S,  firm  shows 
"the  newspaper  has 
attracted  a  lot  of  new 
young  readers  and  more  women.” 

Giner  is  founding  partner  and  director  of 
Innovation  International  Media  Consulting 
Group,  which  was  tapped  to  turn  around 
the  way  ET  worked  and  looked. 

Wliile  another  firm  researched  the 
market.  Innovation  consultants  examined 
publishing  models,  production,  and 
newsroom  organization,  workflow,  and 
emironment. 

“This  was  a  bankrupt  newspaper.  So  the 
new  owners  wanted  to  change  everxthing 
except  the  name,”  says  Giner,  "We  were 
hired  with  total  freedom  to  develop  a  new 
editorial  concept,  a  new  design  model,  and 
a  state-of-the-art  newsroom.  This  freedom 
and  the  full  support  of  the  new  manage¬ 
ment  made  the  difference.” 

The  goal  was  "to  become  the  No.  1  news¬ 
paper  of  the  country’  in  three  years,”  adds 
Giner  —  who,  besides  having  consulted  for 
dozens  of  media  companies  in  20  countries, 
is  a  lawyer,  author,  newsletter  editor,  Web 
site  publisher,  researcher,  educator,  founder 
of  Spains  Society  of  Newspaper  Marketing 
and  Malofiej  Infographic  Awards,  advisor 
to  the  World  Association  of  Newspapers, 
and  former  European  director  of  the 


Society  of  Newspaper  Design. 

The  owners  agreed  to  remake  ET  in 
nearly  the  same  large-tab  dimensions,  but 
more  like  a  daily  news  magazine,  and  with 
only  two  weekly  supplements  "because  we 
believe  in  compact”  newspapers,  “not  in 
multi-section  ones,”  Giner  adds.  Page  One 
features  arresting  layouts  to  compete  in  a 
countiy  without  subscription  sales.  It  relies 
heavily  on  photography  and  graphics,  with 
stories  introduced  in  spreads. 

Sundays  edition  carries  its  own  glossy 
magazine.  "Sunday  newspapers  in  Athens 
have  fabulous  Sunday  magazines,  and  the 
new  owner  wanted  to  compete  also  in  this 
field,”  Giner  notes. 


Only  months  old,  the  new  ET  was  named 
best  designed  national  newspaper  at  last 
springs  European  Newspaper  Awards. 
Javier  Errea,  president  of  Spains  chapter  of 
the  Society  for  News  Design,  conceived  its 
overall  desig'n.  Spiros  Polikandriotis  heads 
ET’s  design  staff.  With  156  journalists,  six 
photographers  and  25  layout  staffers,  they 
delivered  what  the  juiy  called  “a  truly  virtu¬ 
oso  performance  in  newspaper  making.” 

Wlien  it  took  the  top  prize,  the  news¬ 
paper  had  spent  most  of  its  new  life  in  its 
old  home,  needing  a  newsroom  that  could 
foster  the  sort  of  creativity  that  would  keep 
ET  fresh.  Any  newsroom  would  have  to  be 
part  of  a  headquarters  that  included  the 
business’  broadcast  and  online  outlets.  At 
least  one  architect  had  been  imagining 
such  a  place  since  the  early  '90s. 

The  architect  and  Mrs.  A 

WTiile  Fahim  studied  in  the  late  1970s  in 
Charlottesville  at  the  University  of  Virginia. 
The  Daily  Progress  advertised  for  a  graphic 
artist  for  its  own  redesign.  Knowing  noth¬ 
ing  of  newspaper  design,  he  nevertheless 
applied.  His  was  design  accepted  and  used. 

Bom  in  Egvpt  and  educated  in  Europe, 


the  newly  minted  architect  went  straight 
to  New  York  City,  with  no  ftirther  thought 
of  newspapers.  During  his  first  14  years 
in  practice,  Fahim  worked  on  hospitals, 
banks,  and  residences. 

Along  roughly  the  same  timeline,  a  stu¬ 
dent  from  Crete  graduated  law  school  and 
entered  Athens  politics.  Gianna  Diiskalaki 
would  become  a  conservative  member  of 
parliament,  where  news  media  were  a  fact 
of  life  but  not  a  business  iispiration. 

Filter  in  their  dissimilar  and  di.stant 
careers,  and  for  entirely  different  reasons, 
architect  and  attorney  would  meet  the  press 
—  and  as  a  consequence,  each  other. 

By  the  '90s,  Daskalaki  had  left  office  and 
married  shipping  and  steel  mag¬ 
nate  Theodoros 
Angelopoulos.  But 
Mrs.  A,  as  she  is 
know’n,  remained  a 
pubic  figure:  vice¬ 
chair  of  Harvard 
University’s  Kennedv 
School  of  Govern¬ 
ment,  president  of 
the  Athens  Organizing 
Committee  for  the 
2004  Olvmpics,  and 
ambiussador  at  large 
for  Greece. 

Along  the  way,  the 
couple  reportedly  bid 
for  another  newspaper, 
and  Mrs  A  threatened  two  other  dailies 
with  legal  action  for  stories  she  alleged 
suggested  conflicting  interests  while  she 
headed  the  organizing  committee.  Active  in 
a  number  of  fields,  she  was  a  natural  for 
media  attention:  smart,  wealthy,  influential, 
attractive,  and  mmored  to  have  a  taste 
for  Cuban  cigars  and  an  eye  on  the  largely 
ceremonial  post  of  president. 

According  to  Fahim,  Angelopoulos’ 
interaction  with  the  press  and  with  her  own 
Ohnipic  media-relations  staff  (Zacharatos 
was  in  charge  of  the  committee’s  media 
communications,  and  Kotrotsos  ran  his 
press  office)  led  her  to  become  a  publisher. 

The  couple  bought  the  declining  ET  and 
yanked  it  into  the  21st  centurv’,  moving  it 
to  a  new  home  compatible  with  a  new  view 
of  what  journalists  do  and  how  they  would 
do  it  —  a  project  for  which  Fahim  had  been 
waiting  half  his  career. 

“I  was  interested  particularly  in  the 
subject  of  technologv’,  and  I  think  that  was 
what  caught  their  attention,”  Fahim  says  of 
The  Associated  Press  in  1992,  when  it  in¬ 
quired  about  his  interest  in  researching 
the  media  organization  of  the  future. 

“They  said,  ‘We  liked  you  because  you 


August  cover  pages,  including  a  Sunday  edition,  right,  from  the  redesigned  Eleftheros  Tipos. 
Stories  on  inside  pages  open  with  spreads  and  often  feature  attractive,  useful  infographics. 
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CONSOLIDATION  of  printing,  packaging,  and 
distribution  -  as  well  as  cooperation  in  news  and 
advertising  -  are  on  the  table  for  hundreds  of 
newspapers  throughout  North  America. 
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INDUSTRIAL 

PROJECT 


Recently,  The  New  York  Times  press  facility,  designed  by  Dario 
Designs,  was  just  awarded  “Best  Industrial  Project  of  2008”  by  New 
York  Construction  Magazine.  Dario  Designs  was  involved  in  this 
project  from  its  conception  to  completion  -  one  of  many 
“consolidation”  projects  recently  awarded  to  Dario  Designs. 

The  record-breaking,  multi-million  dollar  monthly  savings  has 
helped  set  a  new  consolidation  trend  on  fire.  Virtually  unheard  of  10 
years  ago,  with  the  exception  of  a  few  national  newspapers,  today’s 
newspapers  are  willing,  and  in  many  cases  eager,  to  work  together 
and  even  consider  third-party  companies  for  printing,  packaging,  and 
distribution.  Dario  Designs  has  created  software  and  a  new  metrics 
for  evaluating  and  quantifying  the  operational  statistics  needed  to 
make  informed  consolidation  decisions. 

■  Cost  savings  opportunities  and  strategies 

■  Sustainable  and  efficient  facility  systems 

■  Defining  core  competencies 

■  New  revenue  streams,  products,  niche  products,  services 

■  New  technologies 

■  New  products  -  demographic,  topical 

■  Outsourcing  -  telemarketing,  printing,  packaging,  distribution 

■  Partnering  -  news,  advertising,  print,  packaging,  distribution 

■  Complete  distribution  and  carrier  compensation/routing  savings 
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didn't  do  any  media  work,’”  he  recalls. 

Along  with  designer  Robert  Lockwood, 
the  AP  sent  Fahim  to  observ  e  newspaper 
operations  around  the  countrv'.  "They  all 
look  the  same,”  he  remembers  reporting. 

The  purpose  was  to  find  out  how  the  Inter¬ 
net  would  change  the  news  business  for  AP 
and  its  members.  "These  guys  knew  some¬ 
thing  was  going  to  happen,”  says  Fahim. 

Rethinking  the  newsroom 

Lockwood  had  reorganization  in  mind 
to  deal  with  a  multimedia  ftiture.  Issues 
included  separation  of  departments  and 
groups  within  them.  A  program  was  creat¬ 
ed  to  deal  with  all  the  issues  and  the  media’s  displays;  and 

response.  The  project  was  published  about  “advanced  thinkers  "wanted  to  do  the  space  should  be  devoted  to  training, 

a  year  later,  receiving  much  attention  Irom  gamut,”  and  even  consider  some  consolida-  His  overall  aim  is  better  support  for  the 

press  associations,  for  which  Fahim  made  tion  of  news  and  business.  Asked  if  it  might  processes  of  journalism,  making  the  best 

several  presentations.  educate  reporters  about  business,  he  said  it  technologies  available  while  also  enhancing 

“Evervthing  we  thought  of  materialized,  would,  but  that  the  business  side  knows  opportunities  for  personal  interaction, 

and  to  the  letter,”  he  says,  adding  that  in  even  less  about  the  news  side.  It  is  a  subject  Possibilities  offered  by  technology’  would 

the  15  years  since  then,  higher  tech  at  lower  that  truly  agitates  Fahim,  who  othervv’ise  influence  the  ET  headquarters  program  to 

cost  has  made  multimedia  operations  “a  manages  to  combine  enthusiasm  with  the  extent  possible,  with  its  occupants 

lot  easier  to  build.”  equanimity.  “That’s  crap,”  he  says  of  com-  ultimately  determining  how  it  is  used. 

Fahim  thereafter  took  on  projects  at  the  plaints  that  journalists  don’t  understand  or 

Minneapolis  Star  Tribune,  The  Mercuiy  care  about  the  business,  insisting  again  that  December  to  December 

Neu's  (“muddled”  when  Knight  Ridder  it  is  more  often  the  other  way  around.  Innovation  suggested  the  need  for  a 

corporate  relocated  to  San  Jose),  and  The  Fahim’s  biggest  newspaper  project  new  facility  and  recommended  its  affiliate. 

Orange  County  Register,  where  he  says  before  ET  remains  under  consideration.  Fahim’s  Archronica  Architects.  Thereafter, 

He  provided  The  Star  in  Kuala  Lumpur,  discussions  began  with  the  owner,  editor, 

Malaysia,  with  the  program  and  early  de-  and  local  architect,  on  a  new  editorial 
sign  work  for  a  converged  media  headquar-  model  and  multimedia  newsroom  manage- 
ters  and  a  Pan  Asian  School  for  Advanced  ment.  Planning  then  moved  to  New  York, 
Media  Study.  Details  remain  confidential,  where  Giner  and  chief  newsroom  consult- 
but  “if  they  can  pull  it  off,"  he  says,  “it  will  be  ant  Marta  Botero  began  working  discus- 

the  most  ambitious  project  in  Asia.”  sions  with  Fahim.  It  was  December  2007. 

In  recent  years,  however,  most  of  Fahim’s  About  20  miles  from  the  old  city  center 
media-related  work  has  involved  academic  and  with  buildings  much  larger  than 
projects,  often  in  nevv-technology  training  elsewhere  in  the  Athens  area,  the  Olympic 
and  eliminating  divisions  within  media  Village  has  been  adapted  for  reuse  as  a 

businesses.  WTien  Virginia  Commonwealth  business  center,  thanks  largely  to  its 
University's  president  learned  of  the  AP  modern  infrastructure, 

project,  he  invited  Fahim  to  create  “a  new  ET  acquired  a  never-occupied  structure 

model  for  a  school  of  mass  communica-  that  Fahim  says  was  built  to  house  joumal- 

tions.”  It  led  to  a  proposal  for  what  is  now  ists  during  the  Olympics.  From  that,  he 
Nevvsplex,  the  converged  newsroom  of  the  recalls  telling  his  client,  an  “intelligent 

ftiture,  operated  by  Iffa  in  Columbia,  S.C.  building”  could  be  created,  one  “that  can 
The  AP  project  “led  to  all  of  this  on  the  accommodate  change  for  the  next  10  years.” 

academic  side,”  says  Fahim.  For  security  reasons,  visits  there  required  a 

Last  April,  he  was  among  speakers  at  taxi  from  his  hotel  to  a  downtown  location 

the  Knight  Foundation-funded  Next  News-  where  he  switched  to  Zacharatos’  car. 
room  Conference  put  together  by  Mercury  Obliquely  acknowledging  reasons  for  secu- 
Neu's  columnist  and  former  business  rity  concerns,  Fahim  observes  only  that 

reporter  Chris  O’Brien  at  Duke  Universitj’,  among  media  facilities,  "this  is  the  most 
where  The  Chronicle  student  newspaper  advanced”  in  Europe  —  “and  it’s  in  Greece.” 
sought  to  create  its  ow'n  ideal  newsroom.  “The  building  was  large  enough  to  take 

Fahim’s  suggestions  harkened  back  to  his  the  program,”  he  says,  but  “the  heart  of  the 

earlier  findings:  Newsrooms  were  isolated,  investigation”  was  determining  if  it  met  the 
stressful,  often  hostile  environments  not  publisher’s  objectives.  “When  I  saw  it,  I  said 
conducive  to  collaboration  or  communitv’  no,”  he  recalls,  noting  that  refitting  it  could 

involvement;  staffers  don’t  necessarily  cost  as  much  as  building  from  scratch. 
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Five  Metro®  press  rebuilds 
at  the  Virginian-Pilot  - 


11.6  Hour  improvement  in 
weekly  cycle-time 


19%  Reduction  in  printed 
waste  copies 


& 


Rebuilt  and  running  strong 


"When  we  committed  to  doing  the  rebuild,  we  counted  on 
the  press  running  better  but  not  to  this  extent.  Day  in,  day 
out,  our  production  is  not  only  faster  but  more  predictable, 
and  that's  great  for  everyone." 

Al  BYRD.  Press  Operations  Manager  -  Virginian-Pilot,  Norfolk,  Virginia  - 


Watch  the  video  interview  with  Al  Byrd  at  www.gossinternational.com  ^ 

GOSS  international 


www.gossi  nternationa  I  .com 
1-800-323-1200 


"There  aren’t  any  buildings  in  Athens 
suitable  for  that  t\pe  of  operation,”  he  says, 
explaining  that  "a  very'  specific  floor  plan”  wiis 
required  to  support  new-inedia  operations. 
In  addition  to  the  daily,  the  Angelopouloses’ 
media  company  includes  a  Web  site,  radio 
station,  and  Web-tele\ision  operation. 

With  no  empt>'  sites  nearby  for  a  made-to- 
order  project,  and  only  promises  that  fiber¬ 
optic  links  and  other  modern  amenities 
would  be  forthcoming  elsewhere,  Fahim  told 
the  owners  that  if  they  wished  to  use  their 
favored  site,  "we're  going  to  have  to  slice  the 
building  like  Swiss  cheese.”  They  agreed. 

The  site  has  had  no  problem  establishing 
high-speed  telecommunications  to  the  remote 


printing  plant  —  a  separate  business  in  which 
ETs  owners  invested  (see  sidebar,  p.  57). 

Major  modifications  covered  eveiything 
from  mechanical,  electrical  and  stnictural 
systems,  to  environmental  aspects  and 
seismic  studies.  Wlien  the  building’s  original 
stnictural  engineer  agreed  that  the  contem¬ 
plated  changes  would  be  possible,  systems  in 
place  were  assessed  for  possible  changes  and 
additions.  Much  was  entirely  replaced, 
including  acoustics  and  lighting.  One  big 
new  feature  was  electrical  backup.  And  to 
create  a  data  center  and  house  electrical 
systems,  workers  had  to  cut  through  the 
garage’s  24-  to  36-inch-thick  concrete  slabs. 

To  meet  the  project’s  speedy  schedule. 


all  that  gross  reconfiguration  began  before 
actual  designs  were  started,  and  it  ended  "as 
we  were  finishing  the  building,”  says  Fahim, 
who  salutes  all  parties  for  succeeding  despite 
learning  as  they  went  along. 

As  if  the  building  itself  were  not  challenge 
enough,  because  they  are  no  ordinaiy-  private 
enterjirises,  Greek  media  companies  must 
bid  materials  purchases  domestically  before 
going  to  foreign  sources,  and  then  onlv  with 
good  reason,  according  to  Fahim.  The  pace 
retjuired  proper  materials  and  on-time 
deliver)'.  Fortunately,  F'ahim  points  out,  the 
shipbuilding  owners  understood  that  some 
imports  would  be  necessarv'. 

A  few  plans  were  presented  to  Mrs.  A,  who 
is  "verv',  verv’  interested  in  architecture,”  says 
Fahim.  Stnicture  to  hirnishings,  "she  was  all 
over  the  details.”  The  publisher  "insisted  on 
providing  the  best  facilities  available  to  the 
staff,  with  her  vision  set  on  the  fiiture,”  says 
Zacharatos.  The  new  headquarters,  he  adds, 
was  "designed  around  the  theme  of  human 
scale,  a  concept  that  has  been  an  integral 
part  of  ancient  Greek  culture  since  the 
Acropolis  and  the  Parthenon  were  built.” 

Demolition,  where  required,  began  in 
early  April,  four  months  after  the  first 
substantive  discussion  and  planning  with 
Fahim.  Construction  followed  in  mid-June. 
Then  new  to  Archronica.  Project  Architect 
Kumiko  Ashino  coordinated  all  details, 
drawings,  and  deliveries  with  local  architect 
Costas  Margaritcus  &  Associates  (where 
“everv'body  had  e.xcellent  command  of  the 
English  language.”  she  says)  and  the  array  of 
Greek  and  American  engineers,  as  well  as 
various  suppliers.  She  and  others  on  site 
were  responsible  for  seeing  that  constniction 
proceeded  according  to  the  design  and 
specifications. 

"The  construction  schedule  was  verv' 
aggressive;  keeping  it  while  maintaining  the 
proper  specs  and  qualitv'  was  difficult,”  says 
Ashino,  citing,  for  example,  the  need  to  track 
many  special  orders  from  several  countries. 
Among  them,  she  adds,  were  purchases 
required  for  radio  station  licensing  and  to 
achieve  its  high-qualitv'  acoustics. 

The  project’s  official  completion  date  was 
last  Dec.  31,  and  "we  were  operational  early 
this  year,”  with  radio  service  airing  on  New 
Year’s  Day,  says  Fahim. 

Evoking  nrhe  School  of  Athens’ 

In  a  niLxed-use  area  of  other  free-standing  | 

stractures,  some  abutting  one  another,  the 
headquarters  encloses  54,000  square  feet 
and  offers  parking  in  front,  a  little  park  in 
back,  and  views  of  the  Olvmpic  stadium. 

A  year  earlier,  once  the  principal  consult¬ 
ants  had  a  grasp  of  the  new  owners’  business 
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plans,  design  discussions  were  “fast  and  ver\’ 
creative,”  says  Giner.  “Sometimes  Saf  was 
right  and  we  were  wTong,  and  sometimes 
our  ideas  won.” 

Using  an  open-field  plan  that  rejected 
cubicles  and  minimized  offices,  the  team 
car\  ed  spaces  for  business  and  editorial  pur¬ 


poses,  from  which  little  more  than  an  online 
library  (“cybrary")  and  linked  training  room, 
editorial  central  desk,  and  boardroom  were 
assigned  strategic  locations  of  specific  sizes. 

The  spirit  of  the  design,  according  to 
Fahim,  is  Raphael’s  School  of  Athens,  where 
famous  figures  from  ancient  Mediterranean 


lands  read,  write,  think,  and  converse  in  a 
large  open  hall,  corn  ering  a  collegial  atmos¬ 
phere.  “That’s  how  we  saw  the  space,”  he  says. 

“You  can  abolish  the  idea  of  a  department,” 
Fahim  says.  “You  don’t  need  departments 
anvmore”  as  dedicated  phNsical  spaces.  In  a 
suitable  faciliri',  he  continues,  they  can  be  in 
different  places  on  different  days,  according 
to  need  or  convenience.  The  owners  w  ould 
not  agree  to  eliminate  fixed  seating,  but  file 
cabinets  and  other  office  furnishings  are 
mounted  on  castors,  just  in  case  things  free 
up  in  the  future. 

Fahim  maintains  that  arrangements  on 
the  editorial  side  should  promote  collabora¬ 
tion  among  reporters,  editors,  photographers 
and  artists,  and  across  media.  ET  staffers  can 
work  in  pods,  each  equipped  with  a  large 
LED  display  that  tracks  by  sight  and  sound 
what  is  being  work  on. 

A  “superdesk,"  or  “central  desk  that 
commands  the  newsroom,”  was  an  impor¬ 
tant  derice  in  organizing  the  editorial  space. 


‘Free  Press’  on  press 

In  spring  2003, Eleftheros  Tipos  installed  a  Smart- 
News  editorial  system  from  Sansui  Software,  a  young 
Indian  firm.  Its  modular  newsroom  system  consisted  of 
its  own  software  for  print  and  Web  publishing,  including 
Adobe  plug-ins  and  Quark  XTensions. 

today,  under  new  ownership  and  in  a  new  headquar¬ 
ters,  editorial  staffers  at  the  radically  redesigned  ET 
“do  not  currently  use  an  editorial  system.”  says  a  spokes¬ 
woman.  “Articles  are  written  in  Microsoft  Word  and 
Adobe  InCopy.  Layout  is  performed  in  Adobe  InOesign.” 

While  this  may  bring  back  bad  memories  of  early 
homemade  Word-to-XPress  desktop  publishing  systems, 
and  much  as  the  staff  might  appreciate  a  full  editorial 
system's  copyf low  benefits,  ET  is  such  that  the  familiar 
applications  alone  may  well  be  adequate  interim  tools. 
Judged  Europe’s  best-designed  national  daily,  it  is  a  large, 
highly  designed  tabloid  relying  on  lots  of  visual  elements 
that  support  fewer,  generally  longer  stories.  Content  and 
presentation  aim  at  something  like  a  daily  magazine. 

Last  year,  however,  ET  was  among  the  first  in  Greece 
to  use  text  and  image  archiving  from  Britain’s  Datum 
International,  developer  of  the  KnowledgeWorker 
enterprise  content-management  system. 

Pages  transmitted  as  PDF  files  are  output  from  Kodak 
thermal  platesetters  at  a  printing  plant  in  which  f  Fs 
owners  are  investors.  The  plant  also  produces  high 
volumes  of  stitched  and  perfect-bound  magazines.  As 


often  occurs,  according  to  Michael  Fairhead,  an  innova¬ 
tive  publisher  is  partnering  with  an  innovative  printer. 
“Like  f  Fs  owners,  “the  printers  have  a  strong  belief  in 
quality,  cooperative  management,  and  in  using  knowl¬ 
edge  to  ensure  super  results,”  he  says,  adding  that  it  is 
gratifying  to  see  first-rate  production  translate  into 
circulation  and  advertising  success. 

Fairhead  consulted  on  the  production  side  for  the 
reborn  ET.  A  Briton  who  also  lives  in  Kenya,  his  Midas 
Measuring  Systems  consults  worldwide.  Most  recently 
technical  chief  at  Nairobi-based  Nation  Media  Group,  he 
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—  MICHAEL  FAIRHEAD 

Midas  Measuring  Systems 


had  been  News  International's  color  and  quality  control 
director  and  earlier  helped  develop  Westminster  Press’ 
contract  printing  business. 

ET  is  printed  on  two-web  manroland  Uniset  singlewide 
equipment  that  consists  of  heatset  on  a  secondhand 
press  acquired  in  the  United  Kingdom  and  coldset  on  two 
new  color  towers.  Normal  runs  give  up  to  64  full-color 
pages  in  one  edition.  “That  allows  magazine-quality  print¬ 
ing  for  32  of  the  64  pages,”  says  Fairhead,  who  calls  it  “a 


great  feature  for  advertisers.”  When  32  heatset  pages  are 
not  enough,  the  printer  can  insert  sections. 

fFs  owners  chose  34-pound  improved  newsprint  after 
viewing  many  samples,  according  to  Fairhead.  The  whiter 
sheet  “looks  very  good,  and  the  black  contrast  improves 
a  lot,”  he  says.  Color  quality  is  achieved  by  adhering  to 
ISD  12647  offset  printing  parameters. 

Printing,  says  Fairhead,  worked  well  after  overcoming 
paper  feed-rate  problems  related  to  running  heatset, 
where  webs  experience  dimensional  changes,  and  coldset 
together.  The  trick,  he  says,  was  to  ensure  the  same  rate 
of  paper  feed  from  printing  units  to  folder  to  achieve 
proper  page  compensation  —  “the  cumulative  change  of 
one  sheet  relative  to  another  when  you  open  the  paper.” 

Even  with  new  presses’  AC  drives  and  closed-loop  ten¬ 
sion  controls,  significant  adjustment  is  needed  for  cor¬ 
rect  tension  setting  and  feed  rates.  “When  one  tries  to 
overcome  the  feed  by  changing  web  tension  at  reelstand 
or  in-feed  rollers,  there  is  a  big  increase  in  web  breaks,” 
Fairhead  explains.  Instead,  he  continues,  changes  are 
made  to  things  like  blanket  packing,  so  that  “one 
revolution  ends  up  with  a  different  length  of  page  from 
different  units,  which  corrects  after  the  paper  goes 
through  the  drier  and  the  page  length  changes.” 

His  own  company  has  a  product  to  set  that  “numeri¬ 
cally  and  effectively,”  he  adds,  noting  that  “dimensional 
changes  can  be  several  percent  and  vary  with  paper  type. 
A  cumulative  1%,  of  course,  means  a  big  distance  after 
1 00,000  revolutions.”  —  Jim  Rosenberg 
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Fahim  says.  In  front  of  and  subordinate  to 
the  superdesk  is  the  “radar,”  a  hub  that 
alerts  the  superdesk  to  new's  from  the  Web, 
broadcast  outlets,  and  news  wires. 

Responsibility  for  content  is  dhided 
between  ET-1  (politics,  courts,  business, 
etc.)  on  one  side  of  the  superdesk  and  ET-2 
(personal  relations,  culture,  lifestA’le, 
personal  technologies,  consumer  issues, 
entertainment,  sports)  on  the  other.  It  was 
“critical  in  how  the  space  started  to  take 
shape,”  says  Fahim.  It  also  represents  a 
move  away  from  hard-  and  soft-new's 
distinctions  in  an  effort  to  give  equal  treat¬ 
ment  to  public  and  personal  issues,  espe¬ 
cially  in  a  countiy  where  politics  rtpically 
dominates  the  news,  according  to  Giner. 

“Innovation  had  a  tall  order  on  their 
hands,”  says  Fahim.  With  most  news  and 
business  staffers  ha\ing  little  or  no  experi¬ 
ence  with  computers,  not  even  e-mail,  he 
asks,  "how  do  you  go  from  that  state  of 
affairs  to  state  of  the  art?”  WTiere  there  were 
computers,  they  were  not  even  networked. 

In  spite  of  those  circumstances,  when 
working  out  the  project’s  parameters,  says 
Fahim,  "w  e  were  all  agreed  that  we  would 
take  it  to  the  absolute  edge,”  realizing  that 
training  would  be  a  major  component  in 
bringing  staffers  to  frill  multimedia 
capabilites.  But  not  all  employees,  many 
in  their  60s,  were 

“interested  in  such  Arctlitec 

radical  change,”  and  their  recalls  p 

jobs  were  protected  by  tO  the  creation  C 
law,  says  Fahim.  “So  Check  out  OUr  si 

they  gave  a  lot  of  people  editorandpublisi 

golden  parachutes.” 

Aiming  for  what  Zacharatos  calls  "the 
ideal  blend  of  enthusiasm  and  experience,” 
ET  wound  up  with  news  staffers  whose 
average  age  is  35.  The  paper  still  conducts 
seminars  to  make  the  most  of  “the  best 
working  conditions  and  tech  tools,” 
Zacharatos  says.  "Most  of  the  younger 
generation  of  journalists,  though,  is  well 
familiar  with  the  new’  trends,”  he  adds.  “We 


Dining  facilities  are 
among  the  amenities 
available  to  staffers 
of  all  departments  in 
the  new  headquarters 
building. 


were  positively  surprised  to  see  veteran 
reporters,  too,  shifting  from  the  pen-and- 
paper  philosophy  to  the  mouse-and- 
kevboard  realirt.” 


Architect  Safwat  Fahim 
VS^  recalls  projects  that  led 
to  the  creation  of  the  Newsplex: 
Check  out  our  sidebar  at  www. 
editorandpublisher.com/newsplex. 


A  more  supportive  workplace 

An  important  part  of  the  e.xtensively 
debated  interior  layout  was  how  news  and 
business  activ’ities’  locations  relative  to  one 
another  might  help  staffers  understand 
one  another’s  work.  A  solution,  says  Fahim, 
were  “grey  areas”  where  all  employees 
might  casually  interact.  At  the  very  least, 
they  could  see  each  other  in  and  across 
spaces.  But  they  also 
ifwat  Fahim  would  have  shared 

CtS  that  led  spaces  —  for  such 

e  NewspleX:  purposes  as  meetings, 

ar  at  www.  research,  dining,  or 

;om/newsplex.  training. 

In  moGng  to  a  new  set 
of  skills  in  a  veiy  different  environment, 

“the  fear  factor  was  huge,  particularly  on 
the  part  of  management,”  Fahim  says, 
adding  that  “it  was  the  owners'  who  pushed 
the  management  to  move  forward.”  The 
w  orkforce  was  fearful  as  well,  “but  when 
they  walked  in,  they  were  really  happy,”  he 
says,  noting  that  everybody  has  a  xiew  and 
works  in  a  mix  of  natural  and  artificial  light. 
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The  paper’s  former 
plain,  fluorescent-lit 
1960s-style  office  build¬ 
ing  in  fact  w'as  no  older 
than  the  paper  —  it 
just  looked  like  it  w  as. 
Zacharatos  remembers 
“overcrowded”  and 
“scarcely  refurbished” 
quarters  w’ith  no  place 
to  enjoy  a  meal,  and 
smoking  “allowed  all  over  the  place.” 

At  the  paper’s  new  home,  "the  major 
difference,”  he  says,  "is  ample  working  space 
for  everj’one,  open  areas  that  encourage 
interaction,  dedicated  smoking  areas, 
and  a  restaurant  that  oft'ers  hot  meals  at  a 
reasonable  price.”  It  took  all  of  two  weeks 
for  staffers  to  feel  at  home,  according  to 
the  chief  executive,  w  ho  says  the  "reality 
surpassed  our  e-xpectations.” 

Fahim  calls  it  “a  much  healthier  en\iron- 
ment,”  w’ith  amenities  ranging  from  the 
coffee  shop  on  the  same  floor  as  the  new  s¬ 
room  to  “magnificent  acoustics”  in  a  place 
w  here  friendly  conversations  often  sound 
like  angiy’  arguments. 

Archronica  designed  all  custom  compo¬ 
nents,  including  c\’brar\’  panels  and  shelves, 
the  boardroom's  metal  and  glass  wall 
systems,  superdesk,  publisher’s  desk,  broad¬ 
cast  desks,  and  dining  room  ftimiture.  “Saf 
did  conceptual  design,  and  w  e  w  orked  to¬ 
gether  with  the  entire  team  developing  the 
design  ideas  and  drawings,”  says  Ashino. 

New’  York-based  Randy  Sabedra  (who 
w  orked  on  the  original  New  seum)  designed 
the  lighting,  including  translucent  w  all 
panels  and  double  panels  functioning  as 
interior  w  alls.  LEDs  installed  behind  or 
between  the  panels  illuminate  them,  with 
the  superdesk  changing  the  color  according 
to  the  importance  of  breaking  news. 

And  it’s  alw’ays  important  to  ETs  new’ 
owTiers,  who  Zacharatos  says  are  optimistic 
about  news  as  a  business  as  long  as 
integritx’  is  reflected  in  the  new  s  judgment. 
Success,  says  Giner,  requires  “a  xisionarv’ 
ow’ner-publisher  w  ho  hires  talented  man¬ 
agers  and  journalists,  gives  them  the  right 
tools,  and  freedom  to  do  real  journalism.” 

Giner  credits  Mrs.  A  and  her  husband 
with  sharing  his  ovra  group’s  belief — 
something  that  now  often  seems  a  quaint, 
even  conserv  ative  notion  —  that  “good 
journalism  is  good  business.”  ® 


1 

t 


www.editorandpublisher.com 


EDITORe?  PUBLISHER 

Phone:1-888-825-9149  -  CLASSIFIED  AOVEDTISINi  ~  Fax :  (646)  654-5312 

BEN.ALCOFF@NIELSEN.COM  •  JENNIFER.RIVERA@NIELSEN.COM  •  JULIAN.FRIEDMAN@NIELSEN.COM 


FEATURES  AVAII.ABLE 

NEWSPAPER  APPRAISERS 

NEWSPAPER  APPRAISERS 

NEWSPAPER  BROKERS 

IT  USED  TO  BE 
MADE  IN  AMERICA 

It’s  a  business  story. 

It’s  a  social  story. 

It’s  a  national  story. 

It’s  a  local  story. 

Take  a  look  at  a  poem  called  “IT 
USED  TO  BE  MADE  IN  AMERICA” 
It’s  about  the  loss  of  jobs  and  the 
consequences  of  the  outsourcing 
of  jobs. 

Read  it  online  at  www. 
itusedtobemadeinamerica.com 

To  talk  to  the  author,  call 
Robert  Barrows  at  650-344-1951 


PUZZLE  FEATURES 
SYNDICATE 

The  Finest  in  Daily  and 
Sunday  Crosswords. 

Sudoku  Puzzles  also  available 
Call  (800)  2924308/(951)  929-1169 


-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions 
(661)  833-3834/Cell  661-333-9516 
www.media-broker.com 


SERVICE,  INC. 

Dave  Gauger 

Consulting»Valuations»Sales  'Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 


NEWS  makes  the  difference. 


www.editorandpublisher.com 


KAMEN  &  CO.  GROUP  SERVICES 

For  Those  Who  Demand  Excellence! 
WWW.KAMENGROUP.COM 
Honest,  Independent,  Accurate  &  Experienced 
The  Leaders  in  Valuing  Publications  -  Newspapers,  Magazines  &  Shoppers 
New  York  (516)  379-2797  Email:  lnfo@KamenGroup.com 
•Expert  Valuation  Witness  'Acquisitions  -  Mergers  -  Sales 
•Appraisals  For  All  Print  &  Digital  Media 
•Website,  B2B  &  Listing  Co.  Valuations  'Worldwide  Service 

3009  Grand  Blvd,  Baldwin,  NY  115104719 


NEWSPAPER  BROKERS 


SOLDI 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  L  ' 
Newspapers*  ^ 

Check  oitr  references 
( 2 14>  265-9300 
Kickenhachor  IVIeclia 


NEWSPAPER  FOR  SALE 


NORTHEAST,  Long-standing  award-win¬ 
ning  newspapers.  Excellent  tourist  and 
rural  area.  $500,000  revenue  with 
25%  net  to  owners,  Confidential, 
ggreene  @  cribb.com 


NEWSPAPER  BROKERS 


WAUPACA  PUBLISHING  COMPANY 
OF  WAUPACA,  WISCONSIN 
HAS  BEEN  SOLD  TO 

JOURNAL  COMMUNITY  PUBLISHERS,  INC. 


•  Wisconsin  Stale  Farmer  (31,0(X)  paid)  •  The  Chronicle  (Weyauwega/Fremont)  •  Silent  Sports  Shi^ejne 

•  Waupaca  Counp  Post  •  Picture  Post  •  Wisconsin  Horsemens  Sens 

•  Tri-County  Advertiser 

“While  the  sale  of  Waupaca  Publishing  Company  was  an  emotionally  taxing  experience, 
the  process  was  made  much  easier  with  the  advice  and  guidance  of  Ed  Anderson  of 
National  Media  Associates.  I  feel  the  fuU  value  of  my  company  was  achieved  in  the  sale 
through  the  efforts  of  Mr.  Anderson.  ”  -  Scott  Turner,  Waupaca  Publishing  Company 


“We  were  very  honored  to  have  been  chosen  to  represent  this  second  generation  of  family  ownership." 
said  Broker  Edward  Anderson,  representing  the  shareholders  of  the  company.  “We  achieved  an 
exceptional  value  for  their  company.” 

If  you  are  considering  the  potential  sale  of  your  company  or  group, 
we  would  enjoy  an  initial  confidential  conversation  with  you. 


KNOWI  f  DCt  ■  EXPtRIfNCf  •  iNTtORITV  , 


NATIONAL/WEDIA 
ASSOCIATES 

NEWSPAPER  BROKERS  &  Appraisers 

Thomas  c.  Boutho  /A  Trsclition  of  SCEVICC  Edw  ard  .M.  Aadersoa 

(580)  421-9600  ^  ii  r  c  i  •  (417)336-3457 

botitho'ii  bolitho.com  Csll  US  lOF  3  iFeC  COnSUlt3tlOn.  brokered  I  aaoLcom 

M  www.nationalmediasales.com  O 
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FOR  SALE 


FOR  SALE 


Phone:1-888-825-9149  ~ 


CLASSIFIED  ADVEDIISIND  - 


BEN.ALCOFFgNIELSEN.COM  •  JENNIFER.RIVERAgNIELSEN.COM  •  JULIAN.FRIEDMANgNIELSEN.COM 


NEWSPAPER  BROKERS 


NEWSP.\PER  BROKERS 


ROCK  SOLID 
TRANSACTION 


Telluride,  Colorado 


104  East  Mtfiii.  Suite  402 
Bozeimu,  MT  59715 
Phone:  40t-5Sb-662 1 
Fax:  4(h-5H6-6774 
cribb.com 


ieffrey  Potts 


/  Ntl-DIAP.MITNEILS 


2377  Gold  Meadoft  Way.  Suite  100 
Gold  River.  CA  95670 
Phone  916-526-2693 
leffigipmediapartners  com 


THE  COPLEY  PRESS,  INC.  HAS  SOLD 
COPLEY  NEWS  SERVICE  TO  CREATORS  SYNDICATE. 

COPLEY 

news  service 


“We  believe  this  is  a  good  fit  for  our 
operation.  Creators  will  maintain  the 
high-quality  standards  we  have  set  for 
our  features. " 

Copley  News  Service  Vice  President 
and  Editor  Glenda  Winders 

JP  MEDIA  PARTNERS 
REPRESENTED  THE  COPLEY  PRESS,  INC. 
IN  THE  TRANSACTION. 

For  more  information  visit 


jpmediapartners.com 

Mergers  •  Acquisitions  'Valuations 


It 's  Cl  Classified  Secret! 

We’ll  never  reveal  the  identitv’  of  an  E&P  bo.x  holder 

C2  EDITORS!  PUBLISHER  CLASSIFIEDS  NOVEMBER  JOOS 


-ANNOUNCEMENTS- 


newspapf:r  brokers 


nf;wspaper  brokers 


Cribb,  Greene  &  Associates 
is  pleased  to  congratulate 
GateHouse  Media,  Inc.  on  the 


to  Randy  Miller. 


AMERICA'S  #1  BROKER 


FREE  APPRAISAL. 

Join  the  hundreds  of  publishers  who  have  taken  this  important 
confidential  first  step.  Simply  go  to:  www.mediamergeis.com 
and  click  on  What's  Your  Publication  Worth. 

Or  contact  one  of  our  regional  associates. 

New  England/MId-Atlantlc  John  Szefc  (845)291-7367 

South  Dennis  Richardson  (731)694-2149 

Southwest/Plains  Rollie  Hyde  (405)  273-9269 

West/ Mtn  Stales  Tom  Mauldin  (541)948-9501 

Midwest/Plains  Mike  Scot  (660)  727-8616 

Southeast  Dave  Slavin  (973)  729-7299 

Southeast  David  Emmons  (888)  237-7244 

www.mediamergers.com 


W.B. 

Grimes 

&  Company 


Gjrpof ate  Offices: 

24212  Muscarl  Court 
Gaitfiersborg,  MD  20882 
(301)253-5016 

Est.  1959 
Lariy  Grimes,  President 


AVAILABLE  A/OH^/ 


2004  Freightliner  FL70s 

Designed  specifically  for  the  newspaper  industry! 

Off-lease  equipment 
expertly  maintained  by 
Penske  Truck  Leasing 

•  Automatic  transmission 

•  Specialized  door  features^^ 

•  17  total  trucks  all 
in  New  Jersey 

Contact  Bob  Onkow 

877-829-0474  ^ 

robert.onkow@penske.com  J 


INDUSTRY  SERVICES- 


CIRCUIATION  SERVICES  CIRCUIATION  SERVICES 


“DONT  QUIT  THE  NEWSPAPERS  UNTIL 
YOU  EXHAUST  ALL  POSSIBILITIES” 

Consider  alternative  business  model  providing  both  new  income  and  new  circulation. 


www.bigstuff-stepper.com 


CIRCUIATION  SERVICES 


MARKETINa  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  predic¬ 
tive  dialer.  We  have  many  years  of  expe¬ 
rience  delivering  100%  Compliant  Phone: 
(732)  602-1919  FAX:  (732)  602-9090 

E-mail:  marketingplus@verizon.net 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


If  voi  ik)n‘t  sf:f: 


CATEGORY  THAT  FITS  YOUR  NEEDS, 


1'1.E.ASE  CALL  US  .AT 


888.825.9149 


“Showing  up  is  80  perccMil  of 
life.” 

-  Woody  .Mien 

www.editorandpublisher.com 


9,- 


Phone:1-888-825-9149  ~ 


CLASSIFIED  ADVERTISING 


~  Fax :  (646)  654-5312 


BEN.ALCOFF@NIELSEN.COM  •  J  ULI  AN.  F  R I  EDM  AN  (a  N I  E  LS  EN.COM 


-EQUIPMENTS  SUPPLIES-  . 


-HELP  WANTED- 


CIRCUL.\TION 


Until  you  contact  Newman  International  Web  Press  Sales 
■'Worldwide  Marketing  of  Commerical  Web  and  Newspaper  Web  Presses" 

PRESSES  WANTED:  GOSS  Community,  Urbanite,  Metro  &  Universal;  HARRIS  VI 5D,  V25  & 
V30;  SOLNA;  KING:  TENSOR:  &  DAUPHIN 

FOR  SALE:  1999  5AI  HARRIS  V30:  1999  1 1/u  HARRIS  V30;  1988  6/u  GOSS  SSC:  12  Unit 
GOSS  SSC:  2/u  stacked  1998  NEWS  KING:  GOSS  SSC  folder  w/upper  former  &  double  parallel. 

NEWMAN  INTERNATIONAL,  LLC 

Tel:  (913)  648-2000  Fax:  (913)  684-7750  E-mail:  j.newman@attglobal.net 


ACADEMIC 


ACADEMIC 


LECTURER/EXECUTIVE  DIRECTOR  OF 
KANSAS  SCHOLASTIC  PRESS  ASSOCIATION 

School  of  Journalism  and  Mass  Communications,  University  of  Kansas.  Applications 
are  being  accepted  for  the  position  requiring  a  master's  degree,  experience  teaching 
high  school  journalism,  advising  high  school  media,  or  comparable,  budget  manage¬ 
ment,  and  event  planning.  For  complete  position  description  and  to  apply  go  to 
https:  '  jobs.ku.edu  and  search  for  position  #00004899.  Review  of  applications  be¬ 
gins  12/01  2008.  EO'AA  Employer 


ADVERTISING 


ADVERTISING 


Retail  Advertising  Manager 

We  have  a  leadership  opportunity  for  a  Retail  Advertising  Manager  responsible  for  creating  an 
environment  that  inspires  success.  The  RAM  manages  Territory  sales,  major  and  national  ac¬ 
counts.  This  key  management  position  is  a  leader  within  the  advertising  department  and  is  re¬ 
sponsible  for  developing,  coaching  and  training  sales  staff  and  overseeing  day-to-day  opera¬ 
tions  within  their  department. 

Responsibilities  include  budgeting,  forecasting,  building  relationships  with  customers  and  man¬ 
aging.  motivating  and  leading  a  team  of  sales  representatives  and  support  staff  to  achieve  sales 
and  customer  service  goals.  Requires  strong  analytical  skills,  the  ability  to  forecast  trends  to 
grow  top  line  revenue,  be  an  effective  communicator,  excellent  time  management  skills  and 
the  ability  to  set  and  achieve  goals. 


•  Proven  track  record  of  managing  a  team  of  sales  representatives  to  meet  and  exceed  goals 

•  Two  to  five  years  successful  sales  management  experience 

•  Hands-on  experience  making  sales  calls  and  closing  business 

•  Must  have  a  strong  work  ethic  and  the  ability  to  make  good  business  decisions 

•  4-year  degree  in  Sales/Marketing  or  Business  Administration,  preferred 

The  Sun  News  is  owned  by  The  McClatchy  Company.  The  Sun  News  is  the  only  daily  newspa¬ 
per  in  the  three  counties  that  we  serve  and  the  prevailing  media  web  site  on  the  Grand  Strand. 
Benefits  include  health,  dental,  and  vision,  life  insurance.  401(k).  pension  and  stock  purchase 
plans. 

Qualified  and  interested  candidates  please  E-MAIL  your  resume  to  hr^hesunnews.com  or  FAX 
to  843-444-1737. 

www.editorandpublisher.com 


•  SU  folder  w/collect  cyl. 

•  5  AMAL’s,  2002  on  Urb. 

•  6-12  unit  Goss  Urbanites 

•  9-unit  SC/SSC  press. 

•  7&8-unit  Community 

^INLAND 

BOO-255-6746  •  inmc1@inlandnews  comi 
www.inlandnews.com 


_ EDITORI.\L _ 

Editor 

Weekly  Jewish  newspaper  seeks  experi¬ 
enced  journalist  to  be  editor  in  chief. 
Must  have  at  least  10  years  editing  expe¬ 
rience  and  the  ability  to  lead  a  staff  of  re¬ 
porters  and  editors  in  covering  local  and 
national  issues  of  interest  to  the  Jewish 
community  as  well  as  the  arts  and  fea¬ 
tures.  Extensive  knowledge  of  Judaism, 
American  Jewish  life  and  Israel  required. 
Excellent  writing,  editing  and  communi¬ 
cation  and  management  skills  neces¬ 
sary.  Send  resume,  writing  and  editing 
samples  to: 

David  Alpher 
VP/General  Manager 
The  Jewish  Publishing  Group 
2100  Arch  Street 
Philadelphia,  PA  19103 
215«32-0720 

dalpher^ewishexponent.com 
EMPLOYTMENT  OPPORTUNITV 

Targeted  Publications 
Manager 

The  Targeted  Manager  oversees  the  sales, 
content  and  creative  development  for  a 
growing  cadrei  niche  publication.  Ongoing 
sales  training,  goal  setting  and  budget  man¬ 
agement.  along  with  planning  content  and 
developing  strategies  to  grow  audience  are 
key  responsibilities.  Previous  sales  manage¬ 
ment  experience  and  a  proven  record  in 
success  is  preferred.  Must  be  able  to  multi¬ 
task  and  be  detail  oriented. 

Qualified  applicants  will  possess  excellent 
interpersonal  artd  organizational  skills  and 
excellent  verbal  and  written  communica¬ 
tion  skills.  Salary  plus  bonus.  Serxl  resume 
to:  Sharon  Rosborg,  Southeast  Missourian. 
P.O.  Box  699,  Cape  Girardeau,  MO  63702 
or  email:  srosborgOsemissouriaacom 

NOVE.MBER  2008  EDI 


Zone  Manager 

Are  you  looking  for  a  successful  career 
with  Central  Ohio’s  #1  media  company? 
The  Columbus  Dispatch  is  looking  for  a 
motivated  individual  who  enjoys  the  fast 
pace  and  demanding  challenges  of  circu¬ 
lation  distribution!  We  are  looking  for  an 
experienced  Zone  Manager  to  bring  lead¬ 
ership,  experience,  enthusiasm  and  inspt 
ration  to  our  circulation  employees.  This 
manager  will  motivate,  direct  and  super¬ 
vise  the  day-to-day  operations  of  multiple 
centers  to  achieve  outstanding  customer 
service.  You  must  possess  impeccable 
communication  skills!  This  role  is  respon¬ 
sible  for  stimulating  and  prompting  cre¬ 
ative  approaches  to  address  department 
challenges.  This  manager  will  develop 
their  staff  while  managing  department 
budgets  and  working  with  other  depart¬ 
ments  to  resolve  ongoing  issues.  The 
ideal  candidate  will  have  at  least  five 
years  experience  in  newspaper  circula¬ 
tion  or  similar  warehouse  logistics  man¬ 
agement  field.  If  you  are  a  leader  what 
are  you  waiting  for?  Apply  now! 

In  return  for  your  hard  work  and  dedica¬ 
tion  to  our  company’s  mission,  we  offer 
a  competitive  benefits  package  including 
401(k),  insurance,  tuition  reimbursement 
and  a  generous  PTO  program. 

To  learn  more  about  us  and  this  exciting 
role,  please  visit  dispatch.com/careers. 
An  Equal  Opportunity  Employer. 

NEWS  YLANAGEMENT 

Customer  Loyalty 
and  Retention 
Manager 

The  Sacramento  Bee  has  a  great  oppor¬ 
tunity  for  a  successful  manager  to  join 
our  Audience  Development  and  Member¬ 
ship  Services  team  as  a  Customer  (Mem¬ 
ber)  Loyalty  and  Retention  Manager.  In 
this  supervisory  position  you  will  be  re¬ 
sponsible  for  the  stability  of  the  Beeis 
member,  reader  and  user  audiences. 
You  will  design,  direct  and  coordinate  a 
series  of  activities  and  programs  with  the 
sole  purpose  of  growing  loyalty  in  all 
channels  of  the  Beeis  business  (Audi¬ 
ence).  We  are  seeking  an  organized,  self- 
motivated  individual  with  at  least  three 
years  of  successful  experience  in  cus¬ 
tomer  retention.  We  also  require  experi¬ 
ence  leading  and  supervising  a  small 
group.  Must  have  excellent  oral  and  writ¬ 
ten  communications  skills,  and  ability  to 
work  as  a  team  member.  Bacheloris  de¬ 
gree  preferred.  Please  email  cover  letter 
and  resume  to  resumes@sacbee.com. 


NEWS  makes  the  difference  J 
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READ,  RELAX, 


Announcing  the 

Fitz  &  Jen  and  The  E&P  Pub  Blogs 


Sponsored  by  LOCAL 

THUNDER. 


The  edit  staff  of  £&P  wants  to  hear  your  views  on  the  issues  facing  the 
newspaper  and  media  industries.  That’s  why  it  has  launched  two  blogs  to  engage 
you  and  industry  colleagues  in  lively  discussion. 


Give 

h 

'  the 

l  SINliS- 


A  breezy  business-oriented  blog  by  £&P’s  Editor-at-  A  blog  where  you  can  belly  up  to  the  bar,  throw  a  few 

Large  Mark  Fitzgerald  and  Associate  Editor  Jennifer  darts,  and  shoot  the  breeze,  join  Greg  Mitchell,  Shawn 

Saba.  Between  them,  they  have  won  seven  Jesse  H.  Neal  Moynihan,  Joe  Strupp,  Dave  Astor,  Mark  Fitzgerald, 

Awards,  the  top  prize  for  the  business  press,  in  the  past  Jennifer  Saba  and  Jim  Rosenberg  as  they  discuss 

six  years.  Discussion  topics  range  from  Advertising,  newsroom  controversies,  budget  cuts,  political 

Budget  Cuts,  and  Layoffs/Buyouts  to  Online/Digital.  and  war  coverage,  and  more. 

EDITORe^PUBLISHER 

To  become  a  sponsor,  contact  Charles  McKeown,  Publisher, 

(646)  654-5120  or  cmckeown@editorandpublisher.com. 


join'the  industry  discussion  at 


F 


ITZ 


^i-iBunr  cii 


IntroBiictm 


I  Tmdgan 


Every  Single  New  Ebert  Review 


The  “Peanuts  Rocks  the  Vote”  effort  has  helped  the  electoral 
process  as  well  as  T-shirt  and  DVD  sales  for  United  Media  Licensing.  Meanwhile, 
comic  collections  and  other  books  from  Universal  Press  Syndicate  sibling  Andrews 
McMeel  Publishing  are  still  selling  well  despite  today’s  tough  times  for  consumers. 


Despite  the  economy, 


book-and-calendar- 

publishing  sibling  of  Universal  Press 

S\Tidicate,  despite  the  ailing  economy. 

WTiy  is  AMP  doing  OK?  “In  general, 
people  see  books  as  a  cheap  form  of 
entertainment,”  says  McAdoo,  meaning  re¬ 
cession-wracked  consumers  aren’t  cutting 
back  much  on  their  paperback  purchases. 

She  adds  that  people  are  “looking  to 
smile”  during  tough  times,  and  many  AMP 
offerings  allow  them  to  do  that.  About  30% 
of  AMP’s  150-200  annual  titles  are  comic 
collections,  and  they  account  for  nearly 
40%  of  the  firm’s  book  sales.  (AMP  also  has 
columnist-written  titles  —  such  as  Roger 
Ebert's  Movie  Yearbook  2009  —  and  books 
by  non-newspaper  authors.) 

Among  the  AMP  comic  collections  sell¬ 
ing  best  are  compilations  of  “Pearls  Before 
Swine”  (Stephan  Pastis/UFS),  “Get  Fuzzy" 
(Darby  Conley/UFS),  "Dilbert”  (Scott 
Adams/UFS),  and  “Zits”  (Jeny  Scott  and 
Jim  Borgman/King  Features  SvTidicate). 

McAdoo  adds  that  “Doonesbuiy"  books 
by  Gany  Trudeau  of  Universal  have  “an 

intensely  loyal” 

^ - .  following,  and 

Linyg  '  that  collections 

To  I  now-deftmct 

J  Universal 
^  comics  “The 

^  Far  Side”  (Gaiy 

■  Larson)  and 
'wL  /  ;  “Calvin  and 

/  Hobbes"  (Bill 
,  Watterson)  still  sell  well. 

Popular  cartoonists 
have  multiple  comic 


Entities  such  as  AMP  and  UM  Licensing  share  parent  firms  with 
syndicates,  but  don’t  share  a  struggling  newspaper  clientele 

BY  DAVE  ASTOR 

During  the  past  few  months,  this  section  of 
E^P  has  focused  on  how  the  recession  is  affecting 
syndicates  and  the  creators  they  represent.  But 
what  about  the  non-newspaper-oriented  sister 
companies/divisions  of  syndicates?  How  is 
the  recession  affecting  them?  Entities  such  as 
United  Media  Licensing  (UML)  and  Andrews 
McMeel  Publishing  (AMP)  are  operating  in 

the  same  faltering  U.S.  economy  as  svmdi-  svmdicate. 

cates  are,  but  at  least  they  don’t  have  to  Meanwhile, 

deal  directly  with  a  customer  base  of  cost-  AMP  Vice 

cutting  newspapers.  President  of 

United  Media  Senior  Viee  President  for  Sales  Lvune 
Domestic  Licensing  Joshua  Kislevitz  says  McAdoo  says 

business  is  “very  solid”  at  UML  —  a  sister  business  is 

division  to  United  Feature  Syndicate  (UFS)  “holding  steady" 
and  the  Newspaper  Enterprise  Association  for  the  huge 


“Peanuts”-item 
sales  are  a 
security  blanket 
for  many  licensees. 
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www.editorandpublisher.com 


Belden  Associates 

www.belclenassociates.com 

(214)  689-1977 
info@beldenassociates.com 


collections  published  over  the  years,  which 
helps  AMP  weather  recessionary  times.  For 
instance,  readers  who  bought  nine  previous 
“Dilbert”  collections  are  likely  to  buy  a  10th. 

McAdoo  adds  that  since  AMP  has  a 
reputation  for  publishing  books  by  top  car¬ 
toonists,  readers  may  figure  that  collections 
of  lesser-known  strips  are  worth  bming  if 
AMP  felt  they  were  worth  publishing.  She 
notes,  bv  w  ay  of  example,  that  the 
new  “Cul  de  Sac”  comic  collec- 
tion  by  Richard  Thompson  of 
Universal  is  selling  well  (it 
doesn't  hurt  that  the  reclusive 
VVatterson  WTote  the  foreword).  ^ 

One  reason  UML  is  faring  OK  is  it 
its  geographically  diverse  sales.  “United  ' 
Media  does  more  than  half  of  its 
business  outside  the  U.S.,”  Kislevitz 
says.  “Market  trends  vaiy  by  region, 
so  we  may  be  strong  in  one  market 
at  one  time  but  not  in  another.' 

Another  reason?  “Most  of 
our  licensed  products  are  sold 
through  mass  merchants  such 
as  Walgreens  and  Target,” 
reports  the  United  e.xecutive.  “These  retailers 
continue  to  do  well  in  a  price-sensitive 
economy,  so  our  products  do  nicely” 

Kislevitz,  who  declined  to  give  revenue 
numbers  for  this  stoiy,  does  add  that  “we’re 
concerned  about  the  economy  like  everyone 
else.”  And  McAdoo  says  AMP  is  always  on 
the  lookout  for  cost  savings,  such  as  finding 
less  expensive  printing  deals  for  its  books. 

“Peanuts”  remains  UML’s  biggest  licens¬ 
ing  propertv'  more  than  eight  years  after 
Charles  M.  Schulz’s  death,  and  the  second 
most  popular  is  “Dilbert.”  (Like  AMP,  UML 
also  has  a  number  of  properties  without  a 
newspaper-svTidication  connection.) 

Do  the  anti-coiporate  feelings  of  many 
Americans  in  today’s  economy  help  the 
licensing  of  corporation-tweaking  “Dilbert”? 

“There’s  a  ripple-down  effect  from  what’s 
going  in  the  world,”  replies  Kislevitz,  adding 
that  the  recent  survey  of  economists  com¬ 
missioned  by  cartoonist  Adams  brought  a 
lot  of  media  “buzz”  to  the  propertv'. 

Did  last  vear’s  Schulz  and  Peanuts 
biography,  which  many  readers  felt  por¬ 
trayed  the  late  cartoonist  too  negatively, 
have  any  impact  on  “Peanuts”  licensing? 

“No  impact,”  responds  Kislevitz.  But  he 
says  this  year’s  “Peanuts  Rocks  the  Vote” 
campaig'n  —  with  its  online  mock  election 
and  its  encouraging  of  people  to  vote  in 
the  real  election  —  has  had  an  impact  on 
licensing  via  nonpartisan  “Peanuts”  T-shirts 
and  the  recently  remastered  DVD  You're 
Not  Elected.  Charlie  Broum. 


Cartooning  entrepreneur  Daiyl  Cagle  is 
involved  in  the  sv'ndication,  reprint,  and 
book  businesses.  Are  the  latter  two  doing 
better  than  the  Cagle  Cartoons  sradicate? 
The  answer  is  mixed. 

Cagle  says  his  syndication  business  has 
plateaued  at  about  850  clients  the  piist 
three  years,  partly  because  some  big  chains 
have  ordered  their  newspapers  to  cut 

feature  budgets.  Meanwhile, 
r  “reprint  sales  are  growing 


JHIS  a  little  bit,”  he  reports. 

These  editorial-cartoon 
E  reprints  are  purchased  for 
ig  use  in  books,  in  class¬ 
rooms,  at  business  meet- 
J  ings,  and  so  on.  Fees  range 
-  from  $175  a  cartoon  for 
>  big  book  publishers  to  a 
nominal  $3  fee  for  teachers. 
~  (Cagle  initially  offered 
educators  free  cartoons, 
but  his  online  infrastmcture 
couldn’t  handle  the  demand.) 
Cagle.MSNBC.com  visitors 
see  cartoons  they  might  want  to 
reprint  while  viewing  that  site,  which  has  a 
link  to  Cagle’s  PoliticalCartoons.com  online 
store.  Computer  users  also  discover  that  on¬ 
line  store  by  tvping  “political  cartoons”  into 
search  engines.  Wliether  times  are  good  or 
bad,  Cagle  says,  “It’s  e£isy  for  people  to  find 
us.”  He  adds  that  political  cartoons  lend 
themselves  to  “pay-per-use”  sale  for  reasons 
such  as  not  featuring  continuing  characters 
and  storviines  like  many  comics  do. 

Still,  even  a  slightlv  growing  reprint 
business  “is  not  that  big  a  revenue  stream 
compared  to  svndication.”  Cagle  says. 

One  reason  the  Cagle  Cartoons  clientele 
has  plateaued  rather  than  decreased  is  that 
some  of  the  850  subscribers  —  such  £is 
newsletters  —  don’t  come  from  the  pool 
of  struggling  U.S.  dailies.  “These  aren’t 
necessarily  newsletters  published  by  little 
churches  on  the  cornen’  Cagle  tells  EdP. 
“They  might  be  union  newsletters  with 
hundreds  of  thousands  of  subscribers.” 

The  annual  best-cartoon  books  and  other 
collections  Cagle  edits  with  fellow  cartoon¬ 
ist  Brian  Fairrington  tend  to  sell  modestly. 
But  Cagle  says  these  books  give  good 
exposure  to  individual  cartoonists  —  and 
the  cartooning  profession  in  general. 

With  newspapers  and  the  U.S.  economy 
struggling,  cartoonists  and  cartooning 
need  all  the  exposure  they  can  get.  11 

E-mail  Dave  Astor  at  dastorfo) 
editorandpubiisher.com.  Visit  E&P 
Online  for  his  daily  syndicate  reports. 


The  bedraggled  Charlie 
Brown  Christmas  tree 
in  all  its  ragged  glory. 
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1  WEB  STATS  FOR  TOP  NEWSPAPERS  | 

1  INTERACTIVE  AD  FORMATS  | 

Brand _ Aug. 

NYTjmes.com 
Washingtonpost.com 
USAToday.com 
LA  Times 

Wall  Street  Journal  Online 
Boston.com 

SFGate/San  Francisco  Chronicle 

New  York  Post 

Politico 

Chicago  Tribune 


'08  rank  Sept '08  unique  audience  YoY%chg 

1  20,068,000  37% 

2  12,956,000  43% 

3  11,439,000  33% 

4  10,022,000  102% 

5  9,047,000  94% 

8  8,610,000  122% 

9  5,129,000  18% 

11  4,815,000  98% 

10  4,605,000  219% 

6  4,558,000  46% 


Projected  revenue  share:  2008  vs.  2013 

■  2008  ■2013 


Streaming  Audio/Video 

9.3% 

Direct  (e-mail) 


Paid  Search  Engine 


Standard  Ad  (banners,  tiles,  listings) 


NEWSPRINT  ■  ONLINE-AD 
MARKET  SHARE  ■  PRICING  MODELS 


Source:  Borrell  Associates 


2007  North  American 
Production 


In  first  half  2008,  advertisers 
bought  based  on ... 


FORECAST  AND  BREAKDOWN 


Newspaper  industry  ad  revenue  ($  in  millions) 


2008(E) 

Revenue  YoY%  Change 


■  AbitibiBowater  43% 

■  White  Birch  18% 

□  Kruger  10% 

^  NorPac  9% 

■  Catalyst  6% 

□  Other  15% 

Source:  J.R  Morgan  Equity  Research 


Performance  52% 
CPM  44% 

Hybrid  4% 


Source;  Interactive  Advertising  Bureau, 
PricewaterhouseCoopers 


National 

6,085 

-13.1% 

5,415 

-11.1% 

Retail 

19,119 

-9.0% 

17,589 

-8.0% 

Classified 

10,640 

-25.0% 

8,863 

-16.7% 

Online 

3,153 

-0.4% 

3,3310 

5.0% 

Print  Only 

35,843 

-15.1% 

31,868 

-11.1% 

TOTAL 

38,996 

-14.1% 

35,179 

-9.8% 

2009(E) 

Revenue  YoY%  Change 


Source:  Wachovia  Equity  Research 


U.S.  BLOGGER  STATISTICS 


Bloggers  are ...  57%  male;  42%  18-34;  26%  single; 

56%  employed  full-time  Source:  Technorati,  "State  of  the  Blogosphere" 


Local  TV 

13,027 

13,736 

14,869 

15,845 

17,232 

16,215 

17,340 

18,380 

19,610 

19,618 

20,592  20,146 

21,091 

National  TV 

30,797 

31,907 

34,644 

36,736 

43,025 

38,402 

41,025 

42,366 

48,181 

48,329 

51,112  50,724 

54,818 

Newspapers 

38,402 

41,670 

44,292 

46,648 

49,050 

44,255 

44,031 

44,843 

46,614 

47,335 

47,709  39,133 

38,828 

Internet 

267 

907 

1,920 

4,621 

8,087 

7,134 

6,010 

7,267 

9,626 

12,542 

16.879  21,208 

24,898 

Direct  Mail 

34,509 

36,890 

39,620 

41,403 

44,591 

44,725 

46,067 

48,370 

52,191 

55,218 

58,642  60,225  61,731 

Source;  J.P  Morgan  Equity  Research 
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Shoptalk 


Supplement  boosted  revenue  while  maintaining  independence 


It’s  scary  to  see  print  advertising  revenue  take  such 
a  drastic  plunge.  As  I  observe  elsewhere  in  these  pages  this 
month,  it  looks  like  online  revenue  growth,  once  the  saving 
grace  of  the  Daily  Miracle,  has  fallen  off  since  this  summer 
began.  But  despite  the  digerati’s  constant  sneers  that  print 
should  just  go  quietly  into  the  night,  we  know  better:  The  print 
edition  still  hauls  in  at  least  90%  of  advertising  revenue  for  most 
newspapers.  And  while  circulation  is  certainly  declining,  nearly 
50  million  people  in  the  U.S.  still  buy  a  daily  newspaper.  So  wipe 
that  smirk  off  your  face,  Web  triumphalists. 


A  few  days  ago,  my  colleague  Mark 
Fitzgerald  and  I  were  heartened  to  see 
that  another  newspaper,  a  Tribune  prop- 
ert}',  is  not  ghing  up  the  ghost.  Instead, 
it’s  trying  to  bring  new  advertisers  to  the 
paper  in  a  not-so-traditional  way. 

The  Daily  Press  in  New^rort  News, 

Va.,  published  a  46-page  news 
supplement  in  its  Oct.  5 
Sunday  edition  titled  “We  are 
the  Port  of  Virginia.”  Published 
in  four-color  and  in  magazine 
format,  it  focused  exclusively 
on  the  role  the  ports  play  in 
the  local  economy. 

Daily  Press  executives 
approached  the  Virginia 
Port  Authority,  which  owms 
and  operates  the  ports,  to  be 
the  lead  sponsor.  The  authority  agreed, 
and  introduced  the  paper  to  its  vendors, 
suppliers,  and  clients. 

On  the  newsroom  side,  reporters, 
editors,  and  photographers  were  granted 
behind-the-scenes  access.  Peter  Frost, 
a  Daily  Press  business  reporter,  and 
Sangjib  Min,  a  staff  photographer,  and 
several  others  produced  explanatory' 
journalism  about  the  city’s  port  and  all 
the  people  who  make  it  hum.  They  traced 
products  from  factories  in  China  and 


their  ocean  passage  to  the  port,  to  their 
eventual  resting  place  at  area  retailers. 
They  covered  the  ships’  crews,  the  port’s 
inspection  guards,  tugboat  operators, 
customs  officers  —  all  the  workers  who 
play  vital  roles  in  the  transport  of  cargo. 

The  section  brought  in  $71,000  in  ad 
revenue  —  none  of  which  was 
cannibalized.  The  advertisers 
included  a  tugboat  company,  a 
logistics  firm,  the  longshore¬ 
men’s  union,  and  the  Univer¬ 
sal  Leaf  Tobacco  Co.  In  an 
announcement  about  the 
supplement.  Daily  Press 
Publisher  Digby  A.  Solomon 
said,  "There  are  non-tradition- 
al  advertisers  out  there  who 
can  be  sold.  They  value  good, 
conte.xtually  relevant  editorial  adjacencies.” 

We  know  what  you’re  thinking.  It 
crossed  our  minds  too:  The  whole  strategy’ 
has  a  slight  fishy  smell.  Fitzgerald  wTote 
on  our  blog,  wvvw.fitzandjen.com,  using 
the  adage  of  Chicago’s  City  News  Bureau: 
“If  your  mother  says  she  loves  you,  check 
it  out.” 

Considering  this  is  coming  from 
Tribune,  where  Chief  Innovation  Officer 
and  memo-vvTiter  e.xtraordinaire  Lee 
Abrams  recently  proclaimed  that  news¬ 


papers  should  reconsider  how  they  label 
advertorial  content  —  i.e.,  soften  it  to  gain 
readers  and  please  advertisers  —  it  raised 
concerns  about  the  newsroom  shilling 
for  those  paving  for  the  ads. 

The  Daily  Press  was  all  too  aware  of 
this,  too.  In  the  release,  executives,  in¬ 
cluding  Vice  President/Editor  Ernie 
Gates,  repeatedly  stated  that  the  news¬ 
room  had  editorial  independence  on  this 
project.  He  tells  E^P  the  subject  was  his 
idea.  Both  Solomon  and  Gates  say  there 
was  no  mandatory  review,  and  no  checks 
on  the  content.  “I’m  looking  forward  to 
doing  more  of  these,”  Gates  adds. 

This  also  isn’t  the  first  time  the  Daily 
Press  has  produced  such  a  supplement. 
Two  years  ago,  the  paper  put  out  one  in 
the  same  format  about  the  building  of 
the  ship  George  H.W.  Bush.  Gates  noted 
in  that  issue  that  the  newsroom  had 
unfettered  access  that  required  no  review 

—  with  the  exception  of  some  photos  that 
could  have  revealed  sensitive  information. 

“This  is  something  that  most  media, 
except  newspapers,  have  been  doing,” 
Solomon  says,  and  he’s  right.  Magazines 
are  particularly  adept  at  this.  And  some 
national  papers,  like  The  New  York  Times 
and  The  Wall  Street  Journal,  have 
launched  glossy,  themed  weekend  maga¬ 
zines.  The  T  franchise  and  WSJ,  at  the 
Times  and  Journal,  respectively,  may  be 
slicker  productions  for  sure  but  the  idea  is 
the  same.  Those  magazines  are  editorially 
independent  —  what  you  think  of  the 
content  is  another  matter. 

Back  to  the  Daily  Press:  Let’s  also 
remember  that  newspapers  are  tripping 
all  over  themselves  to  produce  hvperlocal 
content  relevant  to  their  communities, 
even  going  so  far  as  using  the  community 
itself  to  supply  the  material. 

What  the  Daily  Press  did  was  pick  a 
subject  that  was  vital  to  the  Hampton 
Roads  area.  The  paper  took  advantage  of 
the  opportunity  to  shed  some  light,  reveal 
to  the  community  a  sleigh  bed’s  journey 
from  China  to  Norfolk,  and  the  port’s 
historical  significance  (it  effectively  put 
Virginia  on  the  map  in  1614).  It’s  packed 
with  maps  and  charts  and  big  photos  of 
the  subjects. 

And  one  hopes  it’s  helping  pay  for  the 
Daily  Press  to  keep  its  newsroom  intact 

—  an  idea  we  can  all  get  behind.  SI 
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You  don't  need 
a  Social  Security 
number  to  get  your 
identity  stolen. 

When  you  spend 
nearly  a  century 
building  a  name 
that  people  know 
and  trust,  the  last 
thing  you  want 
is  people  calling 
any  old  tissue  a 
Kleenex*®'  Tissue. 

Simply  put, 
'Kleenex'  is  a 
brand  name  and 
should  always  be 
followed  by  an 
®  and  the  word 
'Tissue.'  Please 
help  us  keep  our 
identity,  ours. 


H  E  A  R  s  T  newspapers 


Where  the  whistle  blew  on 
the  military  housing  scandal 


Whistle-blower  John  jack  stands  in  a  Washington  state  field  where  I4l  homes  should  have  been  completed.  (Photo  Scott  Ekhmd/Seattle  Post-Intelligencer) 


HEARS!  TOWER,  NEW  YORK 


Investigative  reporting  is  important 
to  the  communities  we  serve.  That’s 
why  we  support  our  reporters  with 
the  resources  they  need  from  their 
local  organizations,  as  well  as  those 
of  Hearst  Newspapers  nationally. 

When  whistle-blower  John  Jack 
revealed  millions  of  dollars  in  cost 
overruns,  construction  delays  and 
irregular  practices  by  certain  con¬ 
struction  companies  with  military 
home-building  contracts,  Seattle  Post- 
Intelligencer  investigative  reporter 
Eric  Nalder  broke  the  story.  The  series 


gained  traction  with  reporting  from 
Guillermo  Contreras  ol  the  San  Antonio 
Express-News,  and  generated  attention 
in  other  major  Hearst  markets. 

The  full  impact  of  the  military  home- 
building  scandal  is  yet  to  be  tallied. 
Based  on  records  and  interviews,  it 
could  cost  taxpayers  $40  million  and 
impact  hundreds  of  militar)'  families. 

As  the  story  unfolds,  Hearst  readers 
will  be  the  first  to  know.  Investigative 
reporting  is  just  one  more  way  we 
invest  in  our  communities. 


I- 


